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ABSTRACT 

Japan is becoming a more popular tourist destination among Muslims. Furthermore, the 

nation is preparing itself to host the Tokyo Olympics in 2020. Due to these reasons, 

both the Japanese government and business communities are eager to introduce halal 

products (primarily food and beverages) and services mainly in hotels and restaurants. 

All of these elements are important to attract Muslim tourists to visit Japan. This 

research revealed the perceptions from travel agencies in Malaysia and Japan towards 

the development of Muslim Friendly Hospitality Services (MFHS) in Japan. 

Furthermore, this research attempted to suggest some improvements in the guideline of 

Muslim Friendly Hospitality Services: MS 2610:2015 to fit within the Japanese context. 

This research revealed the key issues and challenges that Japanese travel agencies are 

facing in the halal and MFSH tourism.  The research methodology used face-to-face 

interviews to collect primary data in understanding the underpinning issues. Research 

informants were five managers from the travel agencies in Malaysia and Japan. The 

Malaysian travel agencies provide tourism services to Japan for Malaysian tourist. On 

the other hand, the Japanese travel agencies focus on providing Muslim Friendly 

Hospitality Services to Muslim tourists. The data were collected and analysed using 

thematic analysis. Using the research findings, some improvements of the MS 

2610:2015 were suggested to adapt to the context of Japan in managing Muslim 

Friendly Hospitality Services. Hence, with this research, the implementation of an 

improved version of the guidelines of Muslim Friendly Hospitality Services in Japan 

should be acceptable to both the practitioners and customers which can serve as an 

example for other non-Muslim countries.   

Keywords: Muslim Friendly Hospitality Services (MFHS), travel agencies in Malaysia 

and Japan, tourism in Japan, Malaysia standard MS 2610:2015. 
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ABSTRAK 

Jepun merupakan destinasi pelancongan yang popular dalam kalangan umat Islam. 

Tambahan pula, negara Jepun sedang mempersiapkan diri untuk menjadi tuan rumah 

Olimpik Tokyo pada tahun 2020. Oleh itu, kedua-dua pihak iaitu kerajaan dan komuniti 

perniagaan Jepun bersemangat untuk memperkenalkan produk halal dalam makanan 

dan minuman serta perkhidmatan terutamanya di hotel dan restoran. Kesemua elemen 

ini penting untuk menarik minat pelancong Islam untuk melawat Jepun. Penyelidikan 

ini mendedahkan persepsi daripada agensi-agensi pelancongan di Malaysia dan Jepun 

ke arah pembangunan Perkhidmatan Hospitaliti Mesra Muslim (MFHS) di Jepun. Di 

samping itu, kajian ini mencadangkan beberapa penambahbaikan dalam garis panduan 

Perkhidmatan Hospitaliti Mesra Muslim: MS 2610: 2015 agar bersesuaian dengan 

konteks Jepun. Penyelidikan ini mendedahkan isu dan cabaran utama yang dihadapi 

agensi pelancongan Jepun dalam aspek halal serta pelancongan MFHS. Metodologi 

penyelidikan melibatkan data primer melalui wawancara secara bersemuka bagi 

memahami isu-isu sebenar. Responden dalam penyelidikan ini melibatkan lima 

pengurus dari agensi pelancongan di Malaysia dan Jepun. Agensi-agensi pelancongan 

Malaysia adalah syarikat yang menyediakan perkhidmatan pelancongan ke Jepun untuk 

pelancong Malaysia. Sementara itu, agensi pelancongan Jepun memberi tumpuan 

kepada menyediakan Perkhidmatan Hospitaliti Mesra Muslim kepada pelancong Islam. 

Data dikumpulkan dan dianalisis menggunakan analisis tematik. Data yang diperoleh 

dianalisis mengikut tema dan kod yang sesuai. Berdasarkan penemuan penyelidikan, 

beberapa penambahbaikan MS 2610: 2015 disyorkan untuk dipadankan dengan 

konteks Jepun dalam menguruskan perkhidmatan Hospitaliti Mesra Muslim. Oleh itu, 

melalui kajian ini pelaksanaan versi penambahbaikan garis panduan Perkhidmatan 

Hospitaliti Mesra Muslim di Jepun boleh diterima oleh kedua-dua pengamal dan semua 

penerima yang mungkin menjadi contoh bagi semua negara bukan Islam yang lain. 

 

Kata kunci: Perkhidmatan Hospitaliti Mesra Muslim, agensi pelancongan di Malaysia 

dan Jepun, pelancongan di Jepun, Panduan Malaysia MS 2610:2015 
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CHAPTER ONE  

INTRODUCTION 

 

1.1  Introduction  

This chapter is composed of seven major sections which are (i) background of the study 

(ii) problem statement (iii) question of the study (iv) objective of the study (v) scope of the 

study (vi) significance of the study and (vii) the operational definition (viii) organization 

of the thesis. The first chapter aims to introduce the context of the research and the thesis 

structure which briefly explains the content of the next chapters. 

 

1.2  Background of the study 

The Muslim travel market is one of the most rapidly growing and the most lucrative market 

segments in the global industry, both in Muslim or non-Muslim countries. Based on the 

Crescent Rating website (Poornima, 2015), the Muslim market value is worth more than 

$126 billion and it is expected to increase rapidly over the following few years. 

Furthermore, the Muslim-friendly (MF) service is an important market fragment, 

producing greater than expected results, with almost 108 million tourists in 2014 to 150 

million tourists in 2020 (COMCEC Coordinator office, 2016).  Moreover, the value of 

Muslim tourism by 2020 is expected to reach more than $190 billion and will encourage a 

high share of total global consumption. The world Muslim population is increasing and 

expected to grow about 35 percent between the year 2010 until 2030 (Jafari & Scott, 2014). 
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Fourie, Rosselló, and Santana-Gallego (2015) defined tourism from an economic 

perspective, as a unique interchange in terms of services and hospitality. From a 

sociological perspective, there are contrasts amongst exchange and tourism. The 

commonly looked for characteristics by Muslim tourists might be different based on some 

elements (e.g. sexual orientation, age, education), identity (e.g. experience looking for), 

social foundation (e.g. social separation), and typographic elements (e.g. travel 

organization). One of the main factors that may influence the tourist’s destination is the 

religious background. Therefore religion's impacts on them may be different.  Different 

religions have different principles and measures representing the day to day life. Thus, for 

the Muslim tourist, they are very concerned on their spiritual convictions, practices, and 

tendencies during their venture outside the country (Cetin & Dincer, 2016).  

 

At the tourist destinations, it is a challenge to accommodate these requirements while 

considering the requests of different tourists such as Muslims, Christians, Buddhists, 

Hindus and other religions. However, past researchers have found that religion is an 

important pull factor for tourists to travel to a particular destination, and has a positive 

effect on the tourism industry Henderson (2008); Nassar, Mostafa, and Reisinger, 

(2015);(Fourie, Rosselló, and Santana-Gallego, (2015). Other than that, the existence of 

religious variety could possibly have an effect on tourism diversity in international tourism 

flows. The impact of religion on tourism is identified with the idea of social proclivity in 

the visitor's needs and requirements. 
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Muslims must obey Islamic teachings and by implication, affect their decisions concerning 

recreation and tourism (Zamani-Farahani & Henderson, 2010). As such, arrangements to 

advertise destinations for Muslim tourists should be guided by Shariah (Islamic code of 

life) principles, specifically those that relate to the tourism aspect. Muslim-friendly (MF) 

is a concept that involves standards and requirements for tourists in terms of service, 

facilities, food, beverages and hospitality  (COMCEC Coordinator Office, 2016).   

 

MF can be an objective for a tourist’s choice of destination when deciding to visit a foreign 

country such as Japan. Muslims might be interested to travel to a particular destination 

because of the religious environment (Collins & Tisdell, 2002) thus it is appropriate to 

guarantee that Islamic religious characteristics are accessible in those destinations. This 

may satisfy the Muslim tourists and lead to various return visits to the country. Muslim 

friendly hospitality service (MFHS) is a related concept which considers the Islamic 

requirements for tourists. Though the demands of Muslim tourists may change, there are 

also basic commitments that can be utilized to make the service structure such as having 

Shariah-compliant hotels, halal hotels, prayer facilities, halal restaurants, and water 

friendly washroom.   

 

To develop good MF facilities and services, tourism providers should comply with the 

tourist’s needs and requirements. According to Cetin and Dincer (2016), Muslim friendly 

tourism may allude to travel with less strict guidelines and different customizations in the 

general items (e.g. food sustenance without pork) that would meet the requirements of most 

Muslims. In this manner, in light of strict commitments in food and beverages (e.g. non-
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pork, alcohol-free), prayer commitments (e.g. daily prayers), and customized requirement 

(e.g. sexual orientation isolation) may likewise be recommended to be offered for Muslim 

tourists.  

 

1.3 Problem Statement 

Presently there is a developing enthusiasm for Muslim Friendly (MF) tourism from the 

points of view of both industry and scholarly research. Among the developing markets of 

Muslim tourism, there are large numbers of Muslim tourists, especially from the Middle 

East and South-East Asia, where their target destination is a non-Muslim country (Cetin, 

Yasankul, & Istanbullu, 2015). However, there is less information, especially on the 

requirements, inspirations and practices of Muslim tourists inside a non-Muslim country 

such as Japan. The services, facilities and food according to Shariah law are usually lacking 

for Muslim tourists in a non-Muslim country (Yusof & Shutto, 2014).  

 

Japan is a secular country where their government is not considering to take any directed 

responsibility related to the halal matters. It is confirmed by Alhabshi (2016) that the Japan 

government is not responsible with halal matters and is only indirectly involved in halal 

development. Thus, the halal and MF development in Japan are facing issues and problems 

due to the non-involvement of their government which is also related with no direct 

government financial support for producing halal food, and for developing MF facilities 

and services. Despite that, the number of Muslim tourists is increasing in Japan, thus the 

Muslim facilities and services should be developed further especially considering the 

upcoming 2020 Olympics in Tokyo, Japan (Adidaya, 2016). 
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Japan is a technologically advanced country and is moving towards developing MF 

hospitality and services. Presently, Japan companies are able to produce halal products, 

foods and beverages to be consumed by Muslim people, especially tourists from Muslim 

countries. Recent growth in the number of visiting tourists from Muslim countries has 

caused Japan to improve halal facilities to Muslim people (Yusof & Shutto, 2014). The 

tourism industry in Japan is mainly promoted among Muslims in Southeast Asia, where 

Malaysia is one of the countries that contributes Muslim tourist to Japan.  

 

In building a good MFHS, the people in the country need to have the knowledge and clear 

understanding on halal and MF (Battour & Ismail, 2016). For example, Malaysia, consists 

of a high percentage of Muslims at 50 percent of the entire population (Shafaei & 

Mohamed, 2017), so they could establish their own experts on halal such as JAKIM 

(Department of Islamic Development Malaysia) due to the demands of the Muslim 

population (Mohd, Yahya, Mo, & Yeung, 2016). However, it is a different situation in 

Japan, since Japan is not a Muslim majority country (Smith, 2016). There are an estimated 

150,000 Muslims in Japan, which is only 10 percent of the Japanese population which 

could lead to the lack of fundamental knowledge and necessary infrastructure to develop 

halal and MF.  

 

A previous study by Alhabshi (2016) had indicated that the progress and development of 

halal market has still not been fully understood and clearly translated by the Japanese 

community, organization and business marketers.  Due to these issues, Japan will find 
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difficulties in order to organize a good accommodation of MF to Muslim tourists. Japan is 

known by its own high technology and is popular for its electronics industry throughout 

the world. Hence, Japan can provide better facilities and good products to their tourists as 

well as Muslim tourists. The Global Muslim Travel Index (GMTI) (Crescent Ratings, 

2016) reported that Japan had a perfect score on providing a safe travel environment for 

Muslim tourists with a 100 percent score. Other than that, they have succeeded on attending 

to Muslim tourists demands and need awareness for the Muslim tourists when traveling to 

the Japan. However, Japan scored low on prayer facilities and Muslim accommodation 

options such as MF restaurants and halal food with only 22.0 percent and 36.2 percent 

respectively compared to other aspects. Table 1.1 below is the current analysis of the GMTI 

report (Crescent Ratings, 2016) from January to October, 2017.  

Table 1.1 

 Muslim Accommodation in Japan in the year 2017 

Item  Score (percent) 

Japan 

Score (percent) 

Singapore 

Dining options & Assurance Score 45.0 80.0 

Airport Facilities  55.3 66.7 

Ease of Communication 28.2 78.2 

Ease of access to prayer spaces facilities 22.0 70.0 

Muslim Accommodation options 36.2 42.7 

Muslim Travel needs awareness and reach out 68.5 51.2 

Sources from Global Market Tourism Index (GMTI) Crescent Rating (2017) 

 

Table 1.1 shows a comparison between two non- Muslim countries which are Japan and 

Singapore in providing Muslim and halal facilities to the Muslim tourist. Singapore also 
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has a large majority of non-Muslim population (Abbas, 2010) and they provide MF to 

Muslim tourists. Singapore scored better in most aspects such as dining options, airport 

facilities, ease of communication, ease of access to prayer and Muslim accommodation 

options. However, Japan scored higher on the aspect of Muslim travel needs and awareness 

with a score of 68.5 percent compared to Singapore’s 51.2 percent.  

 

Hence, Japan still needs to promote their MFHS to ensure these important aspects could be 

increased further. Muslim accommodation options, dining options and ease of access to 

prayer are the basic demands from Muslim tourists when coming to Japan. Therefore, Japan 

is a less compatible place and unsuitable for Muslim tourists when their basic Islamic needs 

are not being fulfilled due to lack of facilities and MF services in their customs and beliefs 

(Khidr Travel, 2015). Muslim tourists will be satisfied if the destinations are providing a 

secure accommodation of MF facilities such as prayer rooms, halal food and halal 

accommodation for them (Battour, 2016). 

 

In comparison, a non-Muslim country like Singapore is able to attract a high number of 

Muslim tourists and is able to cater the needs of Muslims due to good facilities such as 

halal food, prayer facilities, water friendly washroom and lack of non-halal activities 

(gambling) (COMCEC Coordinator Office, 2016). As claimed by Bon and Hussain, 

(2010), food is the primary influence for Muslim tourists to visit a particular place and 

bears on the tourism decision, behavior and attitude. However, Muslim tourists in Japan 

face a significant challenge, including finding halal food, facilities and the concern of all 

other aspects that fulfill the Muslim religious belief (Nuga, 2014).  
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The difficulties in finding halal foods become worse when Muslim tourists are not familiar 

and could not understand the Japanese words and writing on the food packaging, making 

them feel uncertain to purchase the food product (Smith, 2016). Moreover, various studies 

have stated that there are high numbers of Shariah compliant hotels in Muslim destinations 

(Battour & Ismail, 2016; Karia, N., Asaari, M. H. A. H., Mohamad, N., & Kamaruddin, S., 

2015; Shafaei & Mohamed, 2017) but there is still a need for improvement and 

development of the services and facilities that are offered to Muslim tourists, and to 

produce a clearer picture and findings on the MFHS. As anticipated by Alhabshi, (2016) 

the majority of Japanese are not interested with the concept of halal and they do not find 

halal is relevant to the Japanese business market. Nevertheless, it could be said that, halal 

is still an issue in Japan for Japanese travel agencies to implement halal in their business.    

 

Furthermore, there are misunderstandings on the concept of MF and halal among Muslims 

themselves. A study from Adidaya (2016) found that there are situations where Muslim 

visitors from Malaysia are not interested to eat in restaurants that use the term MF 

compared to Indonesian visitors who are grateful to have a MF term which lead them to 

avoid unlawful or harmful products. So, by referring to these problems, the present study 

is conducted to produce a guideline for Japan in implementing the MFHS. This could also 

encourage Muslim tourists to choose Japan as a Muslim destinations compared to other 

non-Muslim countries.  
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1.4  Research Questions 

This main research questions of this research are: 

1-How Malaysian travel agencies perceived Muslim Friendly Hospitality Services in 

Japan? 

2-How Japan travel agencies perceived Muslim Friendly Hospitality Services development 

in Japan? 

3-What are the improvement that can be made towards Muslim Friendly Hospitality 

Services MS 2610:2015? 

 

1.5 Research Objectives 

The objectives of this study are: 

1-To investigate the perception of Malaysian travel agencies dealing with the Muslim 

tourists towards Muslim Friendly Hospitality Services in Japan. 

2-To investigate the perception of Japanese travel agencies towards the development of 

Muslim Friendly Hospitality Services. 

3-To suggest improvements on the Muslim Friendly Hospitality Services Standard 

MS2610:2015 suitable to be adopted by Japan.   

 

1.6  Scope of Study 

The scope of this study is limited to the implementation of MFHS within the organization 

that are servicing Muslim tourists in Japan. This study focused on the current situation in 

the tourism industry in Japan dealing with Muslims. Currently, the tourism industry in 

Japan is more likely to produce halal services to Muslim tourists. It also can be seen that 
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the number of Muslim tourists to Japan is increasing from year to year. The implementation 

of Muslim and halal services will further enhance the capabilities and success of tourism 

companies in non-Muslim countries.  

 

The selected companies for data collection are established companies which provide 

Muslim packages for domestic and overseas travel. Malaysian companies are selected 

based on the offering of Muslim packages to tourists when traveling to Japan, while 

Japanese travel agencies are also selected as they accept the Malaysian Muslim tourist and 

provide halal service facilities with the same characteristics. This subject area is confined 

to Muslim tourists who require halal services and facilities when they are travelling to 

Japan.  

 

Finally, the respondents involved in this study are the managers of the company or those 

who are responsible in managing the MFHS in their travel package. In addition, they must 

be aware of the MFHS implementation within their organization. They also know the 

advantages and disadvantages of MFHS which have been developed in Japan.   

 

1.7  Significance of the study 

This study is significant both theoretically and practically. This study should contribute to 

increasing consistency of knowledge by integrating the development of MFHS for non-

Muslim nations. This study attempted to answer the question of developing MFHS in 

Japan. The contribution to the theoretical study is to produce a suitable guideline for non-

Islamic countries to develop MFHS based on Malaysia guideline MS2610:2015.  
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The issues of MF services and facilities are not fully explored, especially in a non-Muslim 

country. Therefore, a guideline will be developed from this research to be used for the 

Japanese government to implement MF services and facilities in the tourism market. This 

guideline also will be beneficial to the tourism and travel agencies that are interested to 

implement and develop MF hospitality in their tourism packages for Muslim tourists.  

 

The practical contribution of the study is to expand the existing MFHS in Japan. In 

addition, this can help Japanese travel agencies and companies to operate better and 

provide Muslim services. The key factors that identified in this study will also facilitate the 

organizations in Japan to improve the progress in implementing MFHS in the tourism 

industry there. In addition, this study may assist service providers in Japan to learn about 

the key elements in MFHS such as avaibility food, prayer facilities and other Muslim 

services to achieve the most in halal tourism. This study may also help Japanese services 

providers in finding solutions to the problems and shortcomings that have arisen. 

 

1.8  Operational Definition 

The study involved some terms that have been clearly understood. This section explains 

several key terms used in this study that are defined as follows: 

 

In this study, the term halal is widely used to facilitate a deep understanding of Islam. Halal 

is the main term to distinguish between allowable or legitimate by Islamic law (Ambali & 

Bakar, 2014). 
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Muslim Friendly (MF) is a new idea in the halal tourism industry. However, in this study, 

researchers emphasize the meaning of Muslim Friendly as a niche market of “halal 

friendly” tourism include halal finance, halal tour package, halal hotels and transportation 

and halal food restaurants (Akyol & Kilnic, 2014). 

 

Preparation of hospitality is important for helping in matters that facilitate the people and 

users in particular services. Hospitality is defined as people who accommodate services, 

help and designed to improve the welfare of certain parties by providing a comfortable 

place for tourist accommodation, food and beverage service (Lashley, C., Lynch, P., & 

Morrison, A. J. 2007). 

 

Muslim Friendly Hospitality Services (MFSH) is an innovation that prioritizes Muslim 

tourists for satisfaction when traveling outside a non-Islamic country. In this research, 

MFSH is defined as tourism services that comply with Islamic Law (Shariah) which 

encompasses hotels, resorts, restaurant, airlines which not serving alcohol, halal certificates 

for halal food, prayer facilities and a generally Muslim-friendly environment Malaysia 

Standard (MS2610:2015). Shariah shows the assertion in proving the rules that Islam has 

set. Thus, shariah means laws of Islam or the Islamic laws (Muhammad Sayyid, 2000). 
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1.9 Organization of the Thesis 

This thesis consists of five chapters. Chapter one provides information regarding the 

background of the study, problem statement, research questions, and objectives, scope and 

significance of the study. Chapter two explains about halal in terms of definitions, halal 

tourism, industry, food and also Muslim friendly in terms of definitions, services and 

hospitality, and comparisons between Muslim friendly and halal. In addition, this chapter 

mainly covers the aspects of Muslim friendly hospitality service in Muslim and non-

Muslim country. In chapter three, the research design, instrument, data collection method, 

and data analysis technique to be used are explained. Chapter three explains the research 

methodology used in this research. Chapter four is the findings and discussion about the 

research. Lastly, chapter five discusses the limitations of the study, future research and 

recommendation and conclusion. 

 

1.10 Summary  

Through this chapter, the researcher has described the history of this study more deeply. In 

addition, the problem statement has also been found through some past studies and current 

issues regarding Halal and MF. Objective research has also been proposed to answer the 

research questions contained in this study. There are also a scope of study, significance of 

the study, and operational definition used in this study to provide a more thorough 

description. 
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CHAPTER TWO 

LITERATURE REVIEW 

 

2.1  Introduction 

The objective of this chapter is to present the theoretical literature which are related to this 

investigation, and to the development of a research objective. The discussion of literature 

review starts with an overview of Muslim friendly concept in Muslim and non-Muslim 

countries, MFHS, halal industry market and the development of the halal market in 

Malaysia and Japan.  

 

2.2  Definition of Halal 

Halal is an important aspect in communities around the world to assess compliance faith 

and Muslims to the creator. ‘Halal’ actually implies passable and in interpretation, it is 

normally utilized as legal. Halal is a lawful purpose include various things such as food, 

manufacture, production, manufacturing, health and many others. From the Halal Brunei 

(2016), Halal is an Arabic word signifying ‘legitimate’ or ‘allowed’. According to Ambali 

and Bakar (2014), halal means allowable or legitimate by Islamic laws. It alludes to 

sustenance or items consumed by Muslim. Halal can likewise take some other expression 

showing or liable to be comprehended as consent by Islamic religion to consume certain 

things or to use them. This is because, such expression might have a sign that indicates a 

thing does not comprise of or contain any part or matter of a creature that a Muslim is 

forbidden by Shariah to consume. Managing halal is complicated and tedious because halal 

is strictly being done by people who are conversant and understand Quran to ensure the 
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correct implementation and interpretation from the Quran as decided by Allah to the 

Muslim people.  

The word halal is overwhelmingly used in connection to food products, beautifying agents, 

pharmaceuticals and individual care products which have been delivered or manufactured 

in agreement to Islamic lessons and the standards of Shariah Law. Muslims are required to 

adhere to any matter specified by Shariah Law. As indicated by one extremely recognized 

Islamic book entitled 'The Lawful and the Prohibited in Islam', which was composed by 

Sheikh Yusuf al-Qaradawi, an internationally famous Islamic researcher and director of 

the International Union of Muslim Scholars, the term halal is characterized as “something 

which is allowed, as for which no confinement exists, and the act of doing according to 

law-provider as permitted by Allah" (Al-Qaradawi, 2013). 

 

In addition, halal also emphasizes the important factors of hygiene, quality and safety 

(Ambali & Bakar, 2013). This was stated by Yunus, Chik, & Mohamad (2010) that good 

halal products are also included with Arabic words ‘tayyib’  which means clean and good 

quality for Muslim consumers. Omar, Jaafar, & Osman (2013) also explains that the 

concept of toyyiban is a clear way for Muslims to not produce unsafe products and not to 

mix with any illegal materials according to Islamic Shariah. Usually halal is perceived as 

the product is free from any pork substances (Aziz & Sulaiman, 2014) but the toyyiban 

aspect is very careful about the good environment and it does not harm the product so that 

the product is not damaged and safe (Tieman & Che Ghazali, 2014). Overall, it represents 

a concept of wholesomeness, which comprises quality, cleanliness and safety for all 

Muslims and all humanity. 
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2.3 Halal Industry Worldwide 

Halal indicates to what is reasonable under Islamic law and aides many of Muslims in their 

daily purchasing and utilization practices. The halal industry is growing continuously with 

about $3.3 trillion of overall market size (Mori, 2015).  According to Mori (2015) there are 

more than $3,200 billion worth of halal market worldwide of which, $2,200 billion were 

in food, medical supplies and cosmetics. Currently, the worldwide halal market has 

increased exponentially in the course of the most recent couple of years with food and 

beverages items alone worth $632 billion in deals, proportionate to 16 percent of the whole 

worldwide food industry (Izberk-Bilgin & Nakata, 2016). With regards to the halal food 

business, the concept of halalan-toyyiban relates to the legitimate status and 

wholesomeness as well as preparing halal products.  

 

The halal concept has been widely used in many applications such as foods, logistics, 

pharmaceuticals and cosmetics (Kassim, Hashim, & Jol, 2014). As such, more secure 

procedures and use of material with less liabilities in the production of MF and halal 

applications should be coordinated as a key segment in the idea. The authors also added 

that halal industry is not just one of the monetary business for Muslim country’s’ financial 

development but is important to societal assurance and environmental protection for 

Muslims in the entire world. 

 

Malaysia is a multiracial nation with population of more than 28 million people, of which 

roughly 60 percent of Muslim and is one of the leaders in the halal industry (Rezai, 

Mohamed, & Shamsudin, 2012). The halal industry market is particularly outstanding with 



17 

 

its adoption by non-Muslim people, mainly in the food industry. In the meantime, in non-

Muslim countries such as Japan, the halal market is growing more and more with halal 

food and halal tourism. The expanding halal market with more than 1.6 billion people 

globally is expected to gradually increase the need of halal products and services. For 

example, in Japan the country aspires to increase the scope of its halal market due to the 

2020 Olympics in Tokyo (Adidaya, 2016).  Approximately, the halal food market in Japan 

has grown from $340,000 million in 1991 to $342,600 million in 2012, which is predicted 

to increase in 20 years more (Mori, 2015).  

 

The halal industry has contributed in almost every aspect of a Muslim’s life. However, it 

is expected to generate a bigger acceptance from non-Muslim countries as well. The halal 

industry will also contribute as a part of the Islamic identity and culture and as a new 

identification for the Muslim countries (Kamali, 2010).  The halal industry gives non-

Muslims the opportunity to recognize and know about halal especially in creating halal 

products. Halal is thorough and very suitable for every human being. In general, the halal 

industry can be divided into halal tourism and halal food.  

 

2.3.1  Halal Tourism 

According to the Global Muslim Travel Index (GMTI), the halal travel market in 2015 

consisted of approximately 117 million Muslim tourists that represented a revenue of $200 

billion. Halal tourism has been one of the fastest growing segments in the global travel 

industry. The terms Islamic tourism, Muslim-accommodating tourism, family-

accommodating tourism, halal tourism, Shariah-consistent tourism and MF tourism have 
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been utilized to assign tourism focused toward practicing Muslims (Ghani, 2016).  Battour 

& Ismail (2016) have suggested that the term halal tourism is defined as any tourism actions 

or objects permissible according to Islamic law and Shariah while Islamic tourism is 

technically a term with Islamic culture that is related with Muslim people and the location 

of Islamic tourism is in a Muslim country. This highlighted that halal tourism is used 

widely whether in Muslim or non-Muslim countries by which they provide the services, 

food and facilities compliant with Islamic teaching while Islamic tourism is pointed on the 

culture of Muslim tourists. However, MF is similar with the term halal when the service 

and hospitality provided are in accordance with Islamic law and standards.  

 

Tourism Review (2016) stated that halal tourism has a potential to grow more by the year 

2030. There is a developing enthusiasm for new tourism concepts, for example, 'Islamic 

tourism', ‘halal tourism’ and ‘Muslim friendly tourism’. Another idea is 'halal friendliness' 

which is similar to the idea of 'halal food', an idea officially perceived in numerous nations 

incorporating especially in the Middle East  (World Travel Market, 2007).  Halal tourism 

has created many tour packages completely in light of what is called 'Islamic culture' 

(Javed, 2007) which is defined as a sort of religious tourism that is in compliance with 

Islamic lessons in regards to the behavior, clothing, principle, and food  (World Travel 

Market, 2007). Tourism is by and large energized by Islamic law as following the religion 

involves behaviors, guidelines and directions with respect to Islamic and Shariah law 

(Zamani-Farahani & Henderson, 2010).  
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In one study by Eid and El-Gohary (2015), halal tourism alludes to tourism by Muslims or 

any action, occasion, experience or liberality attempted in a condition of travel that is 

consistent with Islam, to interface inside an Islamic structure with one or the greater part 

of the accompanying: history, culture, expressions, legacy, lifestyle, economy, wellbeing, 

instruction and every other human interests. According to the Islamic Tourism Centre 

(2016),  halal tourism is a type of religious tourism since Muslims are roused to visit 

religious services, gatherings, functions and focuses. Islamic tourism creates in the places 

that give chances to Muslims to practice their beliefs and obey the good and religious laws 

of Islam. According to the United Nation World Tourism Organization, (UNWTO) 

definition , tourism includes the interest of people or individual setting out to stay in a place 

outside their origin places for not more than one continuous year for relaxation, business 

purposes, and academic purposes (Battour & Ismail, 2016).  

 

Cook, Hsu, and Marqua (2014) stated that tourism is the development of a person to go 

outside their typical work, environment and home surroundings to experience in the 

destination and participate in the activities with the services and facilities that are provided 

according to their necessities. According to Yazdi and Shakouri, (2010), tourism is 

someone going for recreational, relaxation or business purposes. They also characterize 

tourism as when a tourist as individuals go to a place and remain outside of their typical 

surroundings for more than twenty-four hours and not more than one sequential year for 

recreational, business and different purposes not identified with the practice of an action 

compensated from inside the place they went to. 
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Numerous academics have tried to characterize this fragment of tourists by first 

investigating the components that include tourism and its effect. The following are several 

definitions produced by academics. Their investigation is mostly in light of the effect it has 

on society. As stated by Ozgen and Kurt (2013) ‘Islamic tourism’ can be characterized as 

"the exercises of Muslims making a trip to and remaining in spots outside their standard 

surroundings for not more than one continuous year for cooperation of those exercises that 

start from Islamic inspirations which are not identified with the practice of an action 

compensated from inside the place they went to. Subsequently, halal tourism comprises of 

various segments which are connected with each other (Akyol & Kilinc, 2014). Chookaew, 

Chanin, Charatarawat, Sriprasert, and Nimpaya (2015) characterized halal tourism as 

offering tour packages and goals that are especially intended to provide food for Muslim 

contemplations and address Muslim needs. Commonly, ‘halal-friendly’ tourism 

incorporates: halal hotels, halal transport (halal airlines), halal eateries, halal tourism 

packages and halal financing.  

 

Muslim countries such as Malaysia, Indonesia, Tunisia, and United Arab Emirate (UAE) 

have become the main destinations for Muslim tourist and visitors from around the world.  

Malaysia ranked as the number one destination on the Global Muslim Travel Index GMTI 

(2016) and was also one of the top 10 world overall for tourist arrivals in 2013 (COMCEC 

Coordinator Office, 2016). The Islamic tourism Centre (ITC) was created based on the MF 

tourism market that had been embraced by many Muslim and non-Muslim travel service 

provider destinations. The Malaysian developed guideline MS2610:2015 is complete with 

the implementation of well-organized basic MF services such as prayer facilities, water 
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friendly washroom, halal food and all facilities as required by Muslim tourists (Islamic 

Tourism Centre of Malaysia, 2016). The basic needs and demands from Muslim tourist are 

three facilities which are prayer facilities, water friendly washroom and halal food dining 

or restaurant (Gurel Cetin & Dincer, 2016).  

 

Besides Malaysia, Indonesia also managed to develop a successful MF accommodation for 

their Muslim tourists. MF in Indonesia has been well organized by its government with the 

combined efforts from the private investment towards the tourism industry to make 

Indonesia a successful MF tourism destination along with other Muslim countries such 

Malaysia. Furthermore, Indonesia is developing its own ‘Muslim Visitors Guide’ for 

Muslim tourists when visiting the country along with promotional programs in order to 

attract more Muslim tourists and expanding the tourism industry (COMCEC Coordinator 

Office, 2016). At the same time, Qatar and the UAE are also other destinations that promote 

a good accommodation of MF with more services and facilities to offer for Muslim tourists 

such halal food, prayer facilities and halal hotels with the MF atmosphere. In Qatar, MF 

services provide MF hospitality in the majority of their hotels, for example prayer facilities 

with designated room, prayer mats with Qibla marked to Makkah and water friendly rooms 

for Muslim to have wudhu’ (COMCEC Coordinator Office, 2016). The Muslim tourism 

destination continues to grow in Qatar with a variety of leisure activities that comply with 

Muslim standards. 

 

Global Muslim travel had clearly expanded to a broader market in non-Muslim countries 

and is essential to tourism industry development. From the study by Timothy and Olsen 
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(2006), a distinctive requirement of Muslim tourist in terms of halal food quality, prayer 

facilities, and travel arrangements imposes a definite adjustment of tourism offered in most 

non-Muslim countries. Therefore, MF requirements when traveling, studying, and other 

basic influencers are essential as these inclinations provide a strategy to appeal to halal 

tourism as an emergent industry in non-Muslim countries. According to the COMCEC 

Coordinator Office (2016) adopted from the Crescent Rating, Singapore (a non-Muslim 

country) reported a growth of Muslim tourist arrivals from 45 million to 52 million people 

with a forecast of 57.17 million people in 2015 to 2020.   

 

To accommodate this increasing number of Muslim tourists to non-Muslim countries, 

numerous destination management associations or hotel properties have added applicable 

data of Muslim information to their websites, for example, prayer times and areas where 

mosques and halal food and beverages can be discovered (Timothy & Iverson, 2006). 

Tourism administrators have additionally given their staff training about diverse 

correspondence and to advise them on how to suit or approach Muslim tourist with MFHS 

(Timothy & Iverson, 2006). In non-Muslim countries, the characteristic requirement of 

Muslims such as food, hospitality, services and facilities (Timothy & Iverson, 2006) 

requires certain alterations in the tourism offering in many destinations.  

 

Shariah law and standards require certain accommodation for Muslim tourists, for example, 

washing before prayers, recognize what food is allowable to be devoured, for instance, 

pork and liquor are prohibited, and how some food is being prepared. This is because 

Muslims are only allowed to consume halal meat which requires slaughter of animals 
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according to Islamic law and requirements (Hodge, 2002). As these practices stay critical 

when travelling, many authors have deliberated about how lodgings and hotels can cope 

with the Muslim environment.  

 

The strategy used by non-Muslim countries to promote MF is generally at the primary stage 

of the tourism industry market. For example, Thailand encourages their MF tourism 

industry to open more halal food restaurants to attract more Muslim tourists (Chookaew et 

al., 2015). Furthermore, Thailand highlights new halal products and services to attract the 

Islamic market with simple, and interesting strategies to draw interest into the MF market. 

Many facilities and services in non-Muslim countries are following the standard of halal 

compliance which create a strong potential on discovering the Muslim tourism market 

(Sriprasert, Chainin, & Rahman, 2014).   

 

Similarly, Singapore has been developing strong MF services and halal products despite 

the small percentage of Muslims in their country. Although Singapore is known as a non-

Muslim country, they are developing the halal industry by promoting MF services to 

communities outside and inside the country. This halal market is significantly attractive to 

tourists from neighboring countries such as Malaysia and Indonesia to visit Singapore even 

though they came from a Muslim country. Other than that, in western countries, the 

development of halal food and services draw the attention of a small but growing Muslim 

population in the United Kingdom as well as MF services. Halal restaurants are the 

foremost destination where Muslim tourists will visit in the UK other than memorable 

places in that country (COMCEC Coordinator Office, 2016). 
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2.3.2 Halal Food 

Food is a fundamental need in humans. Food and nourishment consumed by Muslims must 

meet halal Islamic dietary requirements. The expanding familiarity with Muslims people 

throughout the world on their commitment to Islamic dietary prerequisites has created more 

interest for halal food and products. The halal food industry is one of the quickest 

developing businesses in the global market (Marzuki, Hall, & Ballantine, 2014). There are 

more than two billion Muslims on the planet populated in 112 nations, who are the current 

buyers of halal products and foods. Muslim consumer products is a quickly developing 

business sector who came about by religious conviction on halal and the astounding 

acknowledgment of the halal concept through the procedure of assimilation in the 

worldwide society (Shah Alam & Mohamed Sayuti, 2011).  

 

Preparation of halal food need to comply with the detailed procedures as stipulated in the 

Quran and hadith. These are comprised of many segments of halal for example the 

slaughtering processes the certainty of food sources, and the ingredients of foods and 

products. Furthermore, if it is an animal, it must have been butchered according from the 

Shariah law. As it were, it does not contain anything which is thought to be impure by 

Shariah. Other than that, the food must be processed, prepared, produced or manufactured 

utilizing instruments that are free from contaminants prohibited by Shariah law (Izberk-

Bilgin & Nakata, 2016). Moreover, it also indicated that in Islam, all food nourishments 

are viewed as halal with the exception of the subsequent, which are haram: swine/pork and 

its by-items; creatures improperly butchered or dead before butchering; creatures murdered 
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for the sake of anybody other than Allah (God) and beverages, for example, liquor and 

intoxicating beverages (Yusoff, Yusof, & Hussin, 2015).  

 

Halal food is recognized by the certification issued by governments according to halal law 

and standards applied by business marketers and organizations. The important reason for 

the organizations to utilize halal certificates is to educate their Muslim customers. Alhabshi  

(2016) discovered that the halal certificate and logo show that the items are consistent with 

Islamic law  and also for the producers to guarantee the product is based on halal standards 

(Hanzaee & Ramezani, 2011). Halal certification in products and services is a significant 

key which is consistent with Islamic standards and the way of life. However, according to 

the Mordechai (2013) in Japan, Islam is seen as a strange and strict religion that any non-

Muslim community and intelligence should be avoid. This can be including from the 

writing Komura (2009) stated that, Islam is aggressive, barbaric and inferior religious that 

origin from the Arabia region and 90 percent of the Japanese believed these statements.  

 

In most Muslim nations, the utilization of halal food and beverages is governed by law. In 

Malaysia for example, producers and halal manufacturers utilize the halal logo as an 

approach to guarantee purchasers that their products or items are halal consistent. By 

implication, halal accreditation gives certainty to purchasers on the halal sustenance which 

they consume. JAKIM is an acronym for Malaysia's Department of Islamic Development 

(Khalek, 2014) which is the main approved body to issue halal accreditation and guiding 

the halal standard in Malaysia. The Malaysian government has made it obligatory for 

sustenance and items which are proclaimed as halal to have JAKIM's halal affirmation. It 
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is indispensable for Muslim buyers to have a positive review and mindfulness on halal 

certification utilization as it is part of the religious commitment for good Muslims (Ambali 

& Bakar, 2013).  

 

Muslim countries such as Malaysia, Indonesia, Tunisia, and United Arab Emirate (UAE) 

have become the main destinations for Muslim tourist and visitors from around the world.  

Malaysia ranked as the number one destination on the Global Muslim Travel Index GMTI 

(2016) and was also one of the top 10 world overall for tourist arrivals in 2013 (COMCEC 

Coordinator Office, 2016). The Islamic tourism Centre (ITC) was created based on the MF 

tourism market that had been embraced by many Muslim and non-Muslim travel service 

provider destinations. The Malaysian developed guideline MS2610:2015 is complete with 

the implementation of well-organized basic MF services such as prayer facilities, water 

friendly washroom, halal food and all facilities as required by Muslim tourists (Islamic 

Tourism Centre of Malaysia, 2016). The basic needs and demands from Muslim tourist are 

three facilities which are prayer facilities, water friendly washroom and halal food dining 

or restaurant (Gurel Cetin & Dincer, 2016).  

 

Besides Malaysia, Indonesia also managed to develop a successful MF accommodation for 

their Muslim tourists. MF in Indonesia has been well organized by its government with the 

combined efforts from the private investment towards the tourism industry to make 

Indonesia a successful MF tourism destination along with other Muslim countries such 

Malaysia. Furthermore, Indonesia is developing its own ‘Muslim Visitors Guide’ for 

Muslim tourists when visiting the country along with promotional programs in order to 



27 

 

attract more Muslim tourists and expanding the tourism industry (COMCEC Coordinator 

Office, 2016). At the same time, Qatar and the UAE are also other destinations that promote 

a good accommodation of MF with more services and facilities to offer for Muslim tourists 

such halal food, prayer facilities and halal hotels with the MF atmosphere. In Qatar, MF 

services provide MF hospitality in the majority of their hotels, for example prayer facilities 

with designated room, prayer mats with Qibla marked to Makkah and water friendly rooms 

for Muslim to have wudhu’ (COMCEC Coordinator Office, 2016). The Muslim tourism 

destination continues to grow in Qatar with a variety of leisure activities that comply with 

Muslim standards. 

 

Global Muslim travel had clearly expanded to a broader market in non-Muslim countries 

and is essential to tourism industry development. From the study by Timothy and Olsen 

(2006) a distinctive requirement of Muslim tourist in terms of halal food quality, prayer 

facilities, and travel arrangements imposes a definite adjustment of tourism offered in most 

non-Muslim countries. Therefore, MF requirements when traveling, studying, and other 

basic influencers are essential as these inclinations provide a strategy to appeal to halal 

tourism as an emergent industry in non-Muslim countries. According to the COMCEC 

Coordinator Office, (2016) adopted from the Crescent Rating, Singapore (a non-Muslim 

country) reported a growth of Muslim tourist arrivals from 45 million to 52 million people 

with a forecast of 57.17 million people in 2015 to 2020.   

 

To accommodate this increasing number of Muslim tourists to non-Muslim countries, 

numerous destination management associations or hotel properties have added applicable 
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data of Muslim information to their websites, for example, prayer times and areas where 

mosques and halal food and beverages can be discovered (Timothy & Iverson, 2006). 

Tourism administrators have additionally given their staff training about diverse 

correspondence and to advise them on how to suit or approach Muslim tourist with MFHS 

(Timothy & Iverson, 2006). In non-Muslim countries, the characteristic requirement of 

Muslims such as food, hospitality, services and facilities (Timothy & Iverson, 2006) 

requires certain alterations in the tourism offering in many destinations. Shariah law and 

standards require certain accommodation for Muslim tourists, for example, washing before 

prayers, recognize what food is allowable to be devoured, for instance, pork and liquor are 

prohibited, and how some food is being prepared. This is because Muslims are only 

allowed to consume halal meat which requires slaughter of animals according to Islamic 

law and requirements (Hodge, 2002). As these practices stay critical when travelling, many 

authors have deliberated about how lodgings and hotels can cope with the Muslim 

environment.  

 

The strategy used by non-Muslim countries to promote MF is generally at the primary stage 

of the tourism industry market. For example, Thailand encourages their MF tourism 

industry to open more halal food restaurants to attract more Muslim tourists (Chookaew et 

al., 2015). Furthermore, Thailand highlights new halal products and services to attract the 

Islamic market with simple, and interesting strategies to draw interest into the MF market. 

Many facilities and services in non-Muslim countries are following the standard of halal 

compliance which create a strong potential on discovering the Muslim tourism market 

(Sriprasert, Chainin, & Rahman, 2014).   
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Similarly, Singapore has been developing strong MF services and halal products despite 

the small percentage of Muslims in their country. Although Singapore is known as a non-

Muslim country, they are developing the halal industry by promoting MF services to 

communities outside and inside the country. This halal market is significantly attractive to 

tourists from neighboring countries such as Malaysia and Indonesia to visit Singapore even 

though they came from a Muslim country. Other than that, in western countries, the 

development of halal food and services draw the attention of a small but growing Muslim 

population in the United Kingdom as well as MF services. Halal restaurants are the 

foremost destination where Muslim tourists will visit in the UK other than memorable 

places in that country (COMCEC Coordinator Office, 2016). 

 

2.4 Muslim Friendly in Japan 

The focus on MF in the tourism industry represent high demand market form the Muslim 

tourists around the world. The concept of halal tourism, Islamic tourism, or MF tourism 

give some difficulties for tourists to understand the term which give the most approachable 

service and facilities that compliance with halal and Shariah law. This view supported by 

Battour (2016), who also commented the concepts of Islamic tourism, halal tourism and 

MF often make the confusions of the academicians to propose a proper clarification of the 

concepts. Numerous studies has attempted to explain the term of ‘Islamic tourism and 

‘halal tourism’ for example (Jafari & Scott, 2014) ;(Battour et al., 2012);(Battour et al., 

2011);(Battour, Battor, & Bhatti, 2014);(Battour, Ismail, & Battor, 2010);(Stephenson, 

2014);(Zamani-Farahani & Henderson, 2010). 
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As state by Battour (2016) Muslim friendly tourism include all ‘halal tourism’ which not 

only offer halal services but comfortable places for Muslim tourists. Besides, he also 

claimed that MF term is more appropriate to use rather than ‘halal’ term in order to attract 

both Muslim and non-Muslim tourists. According to Akyol and Kilinc  (2014) Muslim 

friendly can be state as a niche market of “halal friendly” tourism include halal finance, 

halal tour package , halal hotels and transport and halal food restaurant. The concept of MF 

is less strictly to be compared with halal. In restaurant of any services or facilities which 

recommend MF are not fully occupied based on the shariah law. Avaibility of non-halal 

food in restaurant premise is not properly followed Islamic standard, but this is to capture 

Muslim and non-Muslim to the restaurant. Thus, there are still making a confusion for the 

Muslim tourists to the Muslim friendly services. Although the two concepts are might be 

similar, the difference between two can be recognize by its strictness in order to benefit 

Muslim tourists. Hence, the comparison between Muslim friendly and halal is state in Table 

2.1.  

Table 2.1  

Comparison of Muslim Friendly and Halal 

 Muslim Friendly  Halal  

Similariti

es 

The basis term to product and Muslim deliver tourism services to the 

tourists. 

Difference

s 

No Halal certificate, non-halal can be 

acceptable inside a premise  

Have halal certificate, non-halal 

is prohibited inside a premise  

 For example, Muslim friendly 

restaurant can have non-halal food and 

beverages but prohibited to offer non-

halal to Muslims 

For example; halal restaurant 

prohibited to serve, provide and 

free from non-halal food and 

beverages. 

 Less strict   Strict  

 Less confident and less trusted from 

Muslim tourists. 

Confident and trusted from 

Muslim tourists. 

Sources from (Adidaya, 2016) 
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Muslim friendly is recognized by the accommodation of services that been provided for 

Muslim tourist. According to Islamic Tourism Centre of Malaysia (2016) MF recognize by 

its comfort and convenience of its Muslim guest with accommodates religious needs such 

prayer facilities and halal food. Other than that, MF appeals when Muslim tourist would 

obtain an Islamic atmosphere when travelling to destination places. The example of Islamic 

atmosphere are prayer facilities and halal food product are an example of MF services, 

which commonly exist to facilitate Muslim community (Battour, Battor, & Ismail, 2012). 

The existing of these facilities would encourage Muslims to travel to the country and make 

Muslim travelers feel welcome in the country. 

 

In particular, MF promotes a good way to welcome tourists or visitors in the context of 

modern business and to find the basic needs of customers such as food, beverages, 

accommodation with Shariah-compliant concepts to meet their religious needs such as 

prayer facilities, halal food as well as free from any material not authorized by Saad, 

Badran and Abdal-Aleem (2016). MFHS are a very popular service in the travel and 

tourism industry driven by Shariah requirements that provide or provide suitable facilities 

for Muslim tourists especially in non-Islamic countries in the context of contextual 

business. Hence, MFHS services including flights, hotels, entertainment, health and 

wellness, transport and food services.  

 

Nowadays, Muslim tourism publicize MF in the hospitality service which serve inside 

hotel, park, airport and other tourism places (Battour, Ismail, & Battor, 2011). In the 
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meantime, considering the power of Islamic consumer towards Muslim and halal services, 

marketers around the world had acknowledge their interest as a distinctive market that will 

widely increase the halal market in new halal industry such as in MF tourism. By referring 

to  Cetin, Yasankul, and Istanbullu (2015), MF accomplishment trough out entire world 

industry became one of essential requirement as it became a leading maneuvering in the 

global industry tourism.  

 

Battour (2016) stated that the term of MF is a way to make the tourist feel safer and more 

enjoyable to have facilities and services according to Shariah law. He also pointed that, 

MF are not only offer plenty of halal food and beverages but include all the requirements 

for Muslims when travels. The improvement of Muslim friendly tourism also offer 

attainment to the different business parts inside the tourism business which incorporate 

hotels, airlines and food industry to rebuild their products and services towards halal or 

Shariah compliant or MFHS to take the opportunities in demand of the developing business 

sector of tourism.  

 

Besides that, tourism goal for Muslims is affected by their religion. The key element that 

decides to go to Islamic places is the accessibility of Muslim-oriented civilities and services 

according to the Shariah law. The Islamic arrangements of codes that entirely impact 

Muslims' tourist choices decision, hotel destination, benefit desires, food utilization, and 

beverages for inclination compulsory to take after Islamic-accommodating criteria. For 

example Muslim are compulsory to perform prayer five times a day and when traveling 

and prohibited to take any non-halal food substances (Zamani-Farahani & Henderson, 
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2010). Hence, the necessities of MF will give advantages and benefits to the Muslim 

tourists.  

 

The existing MF facility is able to provide comfort for the Muslims to perform their 

worship to their worshiper even though they are on a vacation outside their origin country. 

In conclusion, a good MF facility are available in countries with a large population of 

Islamic community and practicing Islam. The facilities provided are the equivalent of a 

tourism destination that is able to promote MF in the greater direction. Japan is slow to 

enter the halal market despite the growing number of Muslim tourists from foreign 

countries. 

 

 According to Nuga (2014) the Japanese government tourism organization reported that 

from January to September 2014, approximately 9.7 million people were recorded to visit 

japan, an increase of 26 percent for the same period in 2013. Genuinely visitors were 

mostly from Malaysia and Indonesia which were assumed to be Muslim tourists. Moreover, 

statistics for 2014 indicated an almost 53 percent increase of tourists in the first nine month 

from Malaysia with 158,000 visitors, while Indonesia recorded an increase of 13.4 percent 

of 111,400 visitors to travel in Japan.  

 

However, the investment of Japanese organizations in this sector is still very low compared 

to other worldwide players in spite of Japan confronting an expanding challenge in their 

domestic market. The halal sector now holds the way to a more prominent worldwide 

market, as such is inescapable for Japanese food businesses and organizations to consider 
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it as a vital sector for entering the MF  market (Smith, 2016). It is still not convenient to 

attract Muslim tourists due to their uncertainty, lack of trust, and doubt on the halal 

products in non-Muslim countries (Adidaya, 2016).  A study by Yusoff and Shutto (2014) 

differentiated Muslim tourists into three categories which are: 

1. Muslim tourists who are fully accepting of halal and MF facilities and services 

2. Muslim tourists who are partially accepting halal and MF facilities and services if 

such choice is available 

3. Muslim tourists who do not really care on halal or other MF facilities or services.  

The Global Muslim Travel Index (GMTI) in 2016 reported that Japan managed to get a 

score of 49.1 compared to other non-Muslim Asian countries such as China (44.1), India 

(48.7), South Korea (43.8) and Vietnam (35.7). Japan showed a higher performance in 

2016 by exploring and implementing the halal market compared to the previous year in 

2015 with only a score of 45.3 (Crescent Ratings, 2016). 

 

Recently, Japan has been trying to expand their halal business to the global halal market. 

The halal food market in Japan is worth more than $200 million to $250 million in the past 

years (Smith, 2016). For example, the Aji No Moto company is a famous Japanese brand 

that has been existing in the Malaysian market for almost 50 years (Alhabshi, 2016). The 

food additive product is used by hotels, restaurants, housewives, and food manufactures to 

make the food and dishes more attractive and delicious. Moreover, Japanese cuisine has 

become popular among the Malaysian people. The meat industry which is compliant with 

halal standards is one of the examples that the Japan government tries to implement their 

halal market by following to many activities, facilities and services based on Islamic 
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teaching as well as an important component in the tourism industry. Thus, the Japanese 

halal food industry is recognized by Muslim countries such as Malaysia.  

 

As for now, Japan has entered the halal industry with their relationship with JAKIM, which 

is a Malaysian Halal certification body for their market. The recognizing organization 

under the jurisdiction of JAKIM are the Japan Muslim Association (JMA), Japan Halal 

Association (JHA), Japan Halal Unit Association (JHUA), Japan Islamic Trust (JIT), 

Muslim Professional Japan Association (MPJA), and Nippon Asia Halal Association 

(NAHA). The responsibilities of each of organization are to develop and implement halal 

in Japan, as the number of Muslim populations continues to grow more than expected. 

Therefore, it is expected for Japan to produce a high-quality standard of halal products and 

will make even greater inroads into the global halal industry. Table 2.2 below shows the 

Japan Halal Certification Bodies recognized by JAKIM.  

Table 2.2 

 Japan Halal Certification Body  

 

Halal Association in Japan   Year of Establishment 

Japan Muslim Association (JMA) 1968 

Japan Halal Association (JHA) 2011 

Japan Halal Unit Association (JHUA) 2016 

Japan Islamic trust (JIT) 1997 

Muslim Professional Japan Association (MPJA) 2015 

Nippon Asia Halal Association (NAHA)   2013 
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Japan’s interest in developing MF began when the tourism industry become prominent to 

Muslim tourists.  For example, the executive director of tourism organization promotion 

and marketing department, expressed that MF facilities will become a normal service to 

offer to Muslim visitors such as prayer rooms although the number of MF facilities is still 

insufficient (Nuga, 2014). Islam is a very practical and organized religion that obliges five 

times of prayers per day. Thus, Japan needs to create more MF standardization and 

principles to encourage more Muslim visitors.  

 

The Japanese Prime Minister Shinzo Abe has urged Japan tourism to develop MF facilities 

(Nuga, 2014) for the 2020 Tokyo Olympics that will be held in Japan. Looking ahead to 

the 2020 Olympics, the government expects to receive 20 million tourists from around the 

world. This creates a potential for Japan to expand their tourism industry in MFHS similar 

to Muslim countries such Malaysia and Indonesia. Now the Japanese government has 

revised its target upwards to 30 million tourists by 2020 (Penn, 2015). 

 

Muslim tourism driven by Malaysians and Indonesians is a noteworthy part of this wave. 

As indicated by Figure 2.1, the Japan National Tourism Organization (JNTO) estimated 

the number of Malaysian inbound visitors had increased by 18.2 percent by the end of 

October 2015 (Benner, 2015). The one-year increase in the number of Indonesians going 

to Japan was considerably higher at 30.8 percent. However, in terms of actual numbers, 

more than 270,000 Malaysians and only 200,000 Indonesians have gone by Japan in 2015. 

There are also smaller number of Muslim tourists who visited Japan from other countries 

too.  
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Figure 2.1  

Overseas Residents’ Visits to Japan by Month from 2013 to 2017 

Sources from Japan Tourism Statistic:  Japan National Tourism Organization, JNTO 

(2017) 

 

The statistics only showed Muslim visitors from Malaysia and Indonesia because both 

countries indicated the most visitors to Japan from Muslim countries. Other visitors were 

from non-Muslim countries such as Korea, China, Hong-Kong, Taiwan, Thailand and 

Singapore. The top three country visitors were from China, Taiwan and Korea with the 

visitors numbering 4.9 million, 4.0 million, and 3.6 million respectively in 2016. Although, 

the top three countries successfully occupied a share almost 70 percent of tourism market 

in Japan, the statistics from 2017 is high compared to the year 2016. However, the tourist 

numbers from the two Muslim countries Indonesia and Malaysia showed positive increases 

of tourist numbers from the year 2000s to 2017 and are expected to grow further by 2020. 

Moreover, the 2020 Olympics tournament will involve athletes and tourists from both 

Muslim and non-Muslim countries. Hence, Japan should develop more MF facilities to 
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encourage more Muslim tourists not only from Malaysia and Indonesia but also from the 

Middle East as well.  

 

2.5 Muslim Friendly Hospitality Services (MFHS) 

The main concept of service and hospitality is not regarded as something traditionally 

practiced in most non-Muslim countries. Guest entertainment for most non-Muslim people 

is very important in giving comforts to them but is not only to be performed solely towards 

them (Samori & Sabtu, 2014). However, Islam teaches to respect neighbors and guest by 

providing excellent hospitality. Moreover, it encourages hospitality as a virtue in Islam that 

has been practiced by Muslims worldwide. Hospitality can be classified as "institutions 

that provide various services to the tourist centers, resorts and foreign tourist attractions" 

(Shuriye & Daud, 2014). Lashley et al; (2007) also defined hospitality as people who 

accommodates a service that is designed to improve the welfare of certain parties by 

providing a comfortable place for tourist accommodation, food and beverage service.  

 

MFHS is primarily focused on services and facilities that are acceptable to the Muslim 

tourists and Muslim people. Muslim hospitality is when the destination offers a good 

accommodation of services, facilities and food based on the halal principle. On the other 

hand, MF demands for halal services such as prayer rooms, water friendly washrooms, and 

mosques while traveling. Indeed, MFHS should be promoted at famous places not only in 

the hotel industry. It is to acknowledge Muslim tourists thus, encouraging them to travel 

comfortably without worrying to have a Muslim environment in a foreign country. 
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According to Bahardeen (2016) Muslim tourists require six basic needs when travelling 

which include, halal food, prayer facilities, water usage friendly washroom, Ramadhan 

services, no- non halal activities and recreational facilities and services with privacy. 

Similarly, Shamilka, (2016) stated that for halal travel, Muslim tourists also need a location 

of a mosque, alcohol-free hotel, and no adults television channels should be added in the 

Muslim friendly hospitality service. The proper way to approach Muslim tourists is to 

fulfill the demands and needs of Muslim by not having exceptions for the non-Muslim 

tourists. These should be in compliance with both Muslim and non-Muslim tourists thus, 

MFHS will be convenient and beneficial to be expanded in the tourism market.  Battour 

(2016) proposed that halal tourism activities should be in the main type of tourism 

development market in all countries. This is because halal tourism is where tourists find 

the complexity and strictness of halal standard at the destination places. 

 

Therefore, MFHS is a small step of term to use by the non-Muslim country and is a simple 

strategy to attract non-Muslim tourists. Moreover, promoting MF in products, services and 

facilities is not mainly restricted for the Muslim market only but can be embraced by non-

Muslim people. The MFHS were categorized by the Crescent Rating Singapore according 

to three standards which are need to have, good to have, and nice to have as shown in Table 

2.3 below (Crescent Ratings, 2016). 

Table 2.3 

 List of Muslim Friendly Hospitality Standard 

Components Characteristics 

Need to have Halal Food and Beverages, Halal dining services 

Prayer facilities 
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Good to have Water usage Muslim friendly 

Service and facilities during Ramadhan  

Nice to have Restrictions to non-halal activities 

Recreation facilities and services 

 Sources from Crescent Rating, September 14, 2016 

 

From the Table 2.3, the most common facilities and services required by Muslim tourists 

are halal food and prayer facilities. It is compulsory for a Muslim destination place to have 

these two services and to provide a good accommodation and services to the Muslim 

tourist. Halal food for example is the most basic need when Muslim tourists visit a foreign 

country. As such, having halal food and prayer facilities will increase the MF tourism 

sector worldwide. On the ‘good to have’ category, MFHS should provide water friendly 

washrooms to implement high comfort for Muslim tourists to perform prayers.  

 

Having these kinds of facilities would increase the level of perception towards the 

destination places. Furthermore, having services and facilities during Ramadhan can be 

promoted to attract the Muslim tourists. They will feel more comfortable and satisfied 

when the services and facilities during Ramadhan are provided. Lastly, in the ‘nice to have’ 

category, restrictions to non- halal services and activities and also providing recreational 

services which provide privacy for all Muslim tourist are recommended for MFHS. For 

example, a hotel should not have gambling, avoid serving non-halal beverages and also 

provide recreational facilities that provide a separation for male and females. Hence, the 

destination places for Muslim tourist should be appropriate, and managed well with MFHS.   
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2.6 Muslim Friendly Hospitality Services Guideline 

2.6.1 Shariah Compliant Hotel (SCH) 

The concept of Shariah compliant hotel (SCH) first appeared in early 2000 with 

standardization of its implementation and practice according to Shariah. As indicated by 

(Zamani-Farahani & Henderson, 2010), given the growing number of Muslim tourists and 

prevailing inter–regional tourists, it is a right time for hotel managers and operators 

worldwide and Muslim nations to enter this quickly developing business sector. The 

expanding accessibility of Shariah compliant assets is another driver behind the developing 

interest  in this sector (Battour et al., 2011). Moreover, Heyer (2008) stated that the rapid 

growth of SCH is yet another outflow of the current patterns towards expanded 

Islamization of activities, which in the past concentrated more on managing bank accounts, 

protection, and finance. 

 

SCH promote MF services and Muslim to attract Muslim tourists to stay in their hotels. 

The concept of Shariah compliant is a way for hotels to be concerned and conscious of 

Islamic travelling (Ahmat, Ridzuan, & Zahari, 2012a). Muslim tourists are prominently 

concerned on everything involving travel matters, particularly in halal service hotels, food 

and accommodation. Muslim tourists expect SCH to only provide halal nourishment and 

non-liquor beverages, separate facilities for ladies and men at prayer rooms as the 

fundamental and normal elements of an Islamic or halal hotel (Ahmat, Ridzuan, & Zahari, 

2012b). 
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According to a study by Idris and Abdul Wahab, (2015) having a standard for SCH is 

critical in light of the fact that it will help clients or customers be certain that the hotel is 

compliant in its food products, instruments, operation, activities, administration, financial 

and others. According to Samori, Ishak and Kassan (2014), in response to this matter, the 

Malaysian government had created the MFHS Requirements (MS2610:2015) in January 

2015 (Islamic Tourism Centre of Malaysia, 2016). By having the MFHS guideline, 

Malaysia is one stage ahead of other nations in terms of providing MFHS which is known 

as the heart of the MF tourism industry. 

 

This MFHS Requirements (MS2610:2015) provides a guide to all businesses hoteliers, 

tourist agencies and other business marketers in the tourism industry to develop a good 

MFHS. For hoteliers who wish to change their traditional lodging to SCH, there is a rule 

in terms of room idea, offices, sustenance and refreshments, administrations, recreational 

exercises, data on prayer, ’iftar’ (the dinner taken by Muslim at sunset to break their quick) 

and ‘sahur’ (the feast devoured by Muslims before first light when fasting in Ramadhan) 

(Sirim Malaysia, 2014). It also explains that SCH should serve Muslim tourists with halal 

and MF services. This also includes how the management and the operation of the hotel 

should follow Islamic standardization that is not only limited to food, drinks and facilities 

provided by the hotel.  

 

Interestingly Chandra (2014) stated that the SCH should implement halal in every aspect 

of the needs and requirements of Muslim tourists when they staying there. In addition, the 

hotel management need to be more imaginative and see beyond the Muslim market to 
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provide good services and hospitality for Muslim tourists. Another proposition is to have 

more platforms for expanding the knowledge of MFHS, thus creating awareness and 

interest to the other countries. Furthermore, custom tour packages and novel flight 

experience can be provided by the hospitality and services industry in advertising halal 

tourism. Other than that, SCH must meet the needs and demands of Muslim tourists on top 

of giving a 5-star quality environment of solace and extravagance to create a good 

perception from the Muslim tourists during their stay. 

 

SCH is not just implied for Muslims. A study by Akyol and Kilinc (2014) found that 

Tamani Hotels and Resorts which caters to a mix of business and leisure clients showed 

that occupancy climbed by more than 95 percent for a week and the greater part of their 

clients originated from Germany, Europe, and Australia. Furthermore, a report by De 

Palma inns in Malaysia expressed that their business is profitable demonstrates that being 

compliant with the halal standard can increase the number of clients (Aziz & Sulaiman, 

2014). Hence, non-Muslims could gain the opportunity to discover the concept of SCH. 

 

However, SCH are strictly following the rule of Islamic standard and by Shariah law. It is 

different from the term halal hotel which only follow some of the Islamic requirements for 

Muslim tourists. Halal hotel are also not too complicated compared to SCH since the 

operation itself is based on Islamic financing operation.  Karim, Ahmad, & Zainol (2017) 

had mentioned that, the term ‘Shariah’ is not suitable to be used for non-Muslim tourists. 

Instead, the terms halal or Islamic is more suitable to advertise the hotel. Furthermore, it is 

unbearable for hotel services in non-Muslim countries to conduct and control all activities 
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based on Shariah law, while as a halal hotel, they only depend on having a Muslim manager 

without any responsibilities to control the hotel operation under Islamic standards and 

Shariah law. Hence, SCH is not a suitable term to be implemented in non-Muslim countries 

as the hotel might only provide some MF services such halal food, halal restaurant, prayer 

facilities, prayer mat and qibla direction inside the room compare to SCH which must 

provide complete facilities and services to the Muslim customers. A list of Shariah 

compliance characteristic for hotels is shown in the following Table 2.4 below.  

Table 2.4 

 Shariah Compliant hotel requirement 

Operation  • No non-halal beverages and selling only halal food 

• Non- halal food is prohibited in room fridge  

• Most of staff are Muslims 

• Segregated floor for female staff and male staff 

• No gambling or other prohibited activities  

• Conservative television services 

• Al-Quran and prayer mats are available in each room 

Design and 

Interior  

• Rooms function to cater male and female separately  

• Kiblah direction in each room 

• Beds and toilet are not in the direction of Makkah 

• No art and decoration depict the human and animal form 

• Segregated health facilities for male and female 

• Segregated floors for families, single male, and single 

female 

Financial • Hotel finance trough Islamic financial management 

• Zakat principle are followed  

Sources from (Rosenberg & Choufny, 2009) and (Samori & Sabtu, 2014) 
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As for Japan, SCH are too complicated to be implemented compared to halal hotels which 

only have less requirements. Therefore, the implementation of SCH is still low in non-

Muslim countries such as Japan due to the many challenges and issues that might be a 

burden for the services provider.  

 

2.6.2 Muslim Friendly Restaurant Standard by the Muslim 

Muslim tourist will be expecting to have halal dining at their travel destination in a non-

Muslim country. MF restaurant should serve Muslim tourists with halal food in accordance 

with Shariah law and free from any non-halal substances such as pork and alcohol 

(Nursanty, 2012). The MF restaurant can be adapted when the restaurant does not have a 

halal certificate from any Certifier and this is consider as a less strict halal standard. This 

view is supported by  Yin and Elaine (2013) , who highlighted that restaurants that do not 

obtain any halal certification or restaurants that serve non halal food but do not serve it to 

Muslims can be called MF.  

 

There are several standards and certifications for halal restaurants that have been 

implemented by the Muslim associations in Japan. Muslim Friendly Kyoto has created a 

website that can be used as a guide for Muslim tourists. Kyoto Muslim Association (KMA) 

and Kyoto Council for Shariah and Halal Affairs supervised some of selected restaurant 

that are providing Muslim services. According to Halal Media Japan (2017), there are more 

than 300 halal restaurants in Tokyo and 33 restaurants in Osaka. However, it is not clear 

whether these restaurants are halal certified. Adidaya (2016) mentioned that only two out 

of fifteen restaurants fulfilled requirements of the halal standard according to the Halal 
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authority in Japan that is responsible for providing halal certificates for restaurants. 

Therefore, restaurants in Japan are mostly MF and not halal based on their management 

and services operation that are still not compatible with the exact halal standard and 

requirements. 

 

In other non-Muslim countries such as Korea, there are several standards from the Korea 

Tourism Organization (KTO) which can be recognized by the Muslim tourist when 

selecting any halal restaurant (Korea Tourism Organization, 2017). The first is ‘Halal 

certified’ which are restaurants that received a Halal certification from the Korea Muslim 

federation. Other than that, ‘Self-certified’ restaurant is when the owner or the chef both 

are Muslims and they are using only halal ingredients in their menu selection as such were 

given by themselves to acknowledge that their restaurant is Halal. MF restaurants are quite 

similar with those found in Japan where the restaurant provides a halal menu but they are 

still selling alcohol in their restaurant for their non-Muslim customers. Last but not least, 

‘Pork free’ restaurant which they have eliminated any pork substances or ingredients inside 

their menu but some of the chicken and beef are not halal.  

 

Based on Crescent rating website, there are eight characteristics which could be the 

attraction for Muslim tourists to choose halal or MF restaurant. These shown in the Table 

2.5 below. 

Table 2.5  

Characteristic for Muslim Friendly Restaurant 

Characteristic  Explanation 

Be a halal certified restaurant  Muslim tourists would be interested to have 

halal dining in halal restaurant  
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Restaurant owned by Muslim  It would be an option for Muslim tourists when 

looking for halal restaurant  

Muslim chef To have Muslim chefs in the restaurant can 

influence Muslim tourists in selecting places 

for dining.  

Serve halal meat  Muslim tourists are concerned on how halal 

meat is served.  

Serve vegetarian dishes  Vegetarian dishes are a safe dining option for 

Muslim tourists but it must free from non-halal 

dressing or seasoning.  

Halal food cooking environment 

(Area, utensil, dishes are separated 

by non-halal) 

Restaurant are differentiated all cooking set 

and utensils from halal and non-halal. 

Free from alcohol  Any alcohol component is prohibited when 

preparing halal dishes  

Prayer area is available  Muslims tourists are very pleased to have a 

prayer area inside the restaurant.  

Sources from Crescent Ratings (2017) 

 

According to MFHS 2610:2015, there are some details focusing on Halal food and 

beverages where it touches on the kitchen’s organization under the specific requirement 

(5.2.2.1) (refer in Appendices A) in accommodation characteristics. The requirements 

states that the organization must be certified by a halal competent authority for example in 

Malaysia, JAKIM would be responsible for halal certification according to the terms and 

conditions applied by JAKIM. Thus, the MFHS 2610:2015 guideline is not specifically 

written as a halal restaurant standard and guideline for restaurant owner. However, the 

requirement is stated in the JAKIM standard 2009.  

 

2.6.3  Muslim Friendly Hospitality Services – Malaysia Standard (MS2610-2015) 

The Department of Standards Malaysia (SIRIM) is the national standards and accreditation 

body of Malaysia. The main importance of SIRIM is to promote industrial efficiency by 

fostering, promoting standards, standardization and accreditation to the organization. 
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MFHS based on the Malaysian Standard, (2015) are products and services in the tourism 

and travel industry market that adheres to the Shariah requirements to fully cater to Muslim 

tourists.  

 

Based on the Islamic Tourism Centre, (2016) the MS 2610:2015 standard was initially 

developed on December 2012 by SIRIM which served as the secretariat in developing it. 

The standard was officially published on January 2015 which comprises guidelines (refer 

to Appendices A) on accommodation, premise, tour package and tourist guide (ITC, 2016). 

These guidelines contain seven sections: (1) scope, (2) normative references, (3) terms and 

definitions, (4) general requirements, (5) specific requirements, (6) legal requirements, (7) 

compliance (Malaysian standard, 2015). 

 

In the scope of MS 2610:2015 standard, it was stated that all of the requirements are aligned 

with Muslim tourists’ needs and suitability which involve accommodation, premises, tour 

package and tourist guide. These sections are linked with all the other section in the MS 

2610:2015. There are no issues and changes to be made, as it was only the general 

requirement inside the guideline. (Malaysian Standard, 2015) 

 

The normative references section.  contain references to the MS 1500 Halal food, 

Production, Preparation, Handling and Storage and General Guideline Tourism Industry 

Act 1992 (act 4882) which were used to develop the MS 2610:2015 (Malaysian Standard, 

2015). The third section contains terms and definitions given in MS 2393, MS 1900 and in 

MS 2610:2015. Most of the terms are new for non-Muslims to recognize but need to be 
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understand by them. Some of the words are from Arabic language such as al-Quran (3.2), 

Ramadhan (3.3.1), iftar (3.3), kiblat (3.6), mukallaf (3.8), musalla (3.9), sajada (3.11), 

sahur (4.14), solah (3.15), shariah (3.16), wudhu’ (3.19)  while the other terms are more 

easily understood. This section could help non-Muslims when applying the guideline 

(Malaysian Standard, 2015).  

 

The fourth section applies to the general requirement for management responsibility and 

personnel responsibilities by applying this standard to the organization. The management 

should be responsible to demonstrate a good leadership and commitment to MFHS for 

ensuring, supporting and directing, and promoting a good continual MFHS 

implementation. The authority and commitment to MFHS is based on its company 

responsibilities to build up their own success aligned with the Islamic standard. 

Furthermore, it is very important to the management inside the organization, staff, trainer 

and officers are knowledgeable about MFHS to thoroughly understand all of the 

requirements while performing the management and personnel responsibilities and this 

applies to non-Muslim organizations too. On the fifth section of the guidelines contains the 

specific requirements on many various compositions which are categorized into three 

specific requirements (5.2) Accommodation, (5.3) Tour Package and (5.4). Tourist Guide. 

These are to ensure that the effectiveness of MFHS should be conducted with extra value 

to the Muslim tourist. 

 

For accommodation, the standard requires that the organization should be aware of 

requirements such as rooms suitability for Muslim tourists, food and beverages, public 
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washroom and recreational and public wellness facilities. Other than that, during 

Ramadhan, the organization should make available and communicate to Muslim tourists 

knowledge such as times and meals for sahur and iftar. The tour package section provides 

guidelines on the packages that could be promoted by the travel agencies which must 

include the accommodation according to Shariah law and standard. The standard requires 

the availability of safe ground transfer as transportation for Muslim tourists and provide 

separate services for women exclusively when requested, halal product selection and 

prohibition of the non-halal, itinerary of Muslim prayer times, sahur and iftar during 

Ramadhan, facilities that accommodate with appropriate facilities for Muslim tourists, and 

also food and beverages (Malaysian Standard, 2015).  

 

The last section concerns tourist guides which explains the required credentials, code of 

conduct, appearance and MF services by tourist guides and responsibilities towards the 

Muslim tourists. The standard specified that a licensed tourist guide must have followed a 

certain standard when providing MF services to the Muslim tourists when travelling in a 

foreign country. The most important MF services standard is when the services have the 

basic recognition of the requirements of Muslim tourists.  

 

Other than that, these guidelines requires the tourist guide to remind Muslim tourists about 

the prayer times and also the need to provide a safe and clean place for Muslim tourists to 

perform their prayer with ample time an comfort. Restaurants that are provided for Muslim 

tourists must be certified halal by a competent authority to remove any doubts among the 

Muslim tourists (Malaysian Standard, 2015).  
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By creating the MS2610:2015 standard, Malaysia is one step ahead of other nations in 

terms of providing MFHS which is known as the heart of the MF tourism industry (Islamic 

Tourism Centre, 2016). This standard serves as a guide to all business hoteliers, tourist 

agencies and other business marketers in the tourism industry to develop a good MFHS.  

 

2.6.4 Comparison of MFHS Guideline  

Table 2.6 shows the difference between SCH, MFR, and MS 2610: 2015. Comparison was 

made in terms of the requirements, strengths and weaknesses found in each standard. The 

conditions are made according to the comfort of Muslim tourists when traveling abroad, 

especially in non-Islamic countries. However, there are other non-Islamic countries that 

have good MFHS provided for Muslim tourists. 

 

Table 2.6  

Muslim Friendly Hospitality Standard  

Content  Shariah 

Compliance Hotel 

MF restaurant 

standard   

MS 2610:2015 

Requirement  Detailed 

prescription in term 

of food serving, 

staff management, 

financial, services 

and facilities  

Halal restaurant are 

characterized by its 

ownership, halal 

food serving or 

halal cooking 

environment.  

The requirement is 

characterized into 

sections. Most 

requirement are based on 

the accommodation parts 

where specific 

requirements need to be 

followed  
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Strength  Very detailed 

prescription.  

Non- halal is 

strictly prohibited  

Friendly to non-

Muslim even 

though non-halal is 

limited.  

Very concerned on 

Muslim tourist 

comfort  

The standard is suitable 

for Muslim countries 

Fully established by the 

Malaysian government 

since Malaysia is the 

leader of halal and 

Muslim friendly.  

Critical view and opinion 

from the Malaysian 

department of halal.  

 

Weaknesses Complicated for 

some Muslim 

countries to follow.  

Halal hotel are 

more suitable than 

Shariah 

Compliance hotel  

There is no specific 

standard for 

restaurants  

Not fully 

standardized  

Complicated for non-

Muslim country to follow 

some of the requirements.  

 

Based from the Table 2.6 above, MFHS is the best guideline for many countries to use for 

MF. The MS 2610: 2015 standard by the government of Malaysia is a guideline used for 

Muslim countries especially in Malaysia which is also well-known for its management in 

Halal Tourism. Currently, Malaysia is a good example for the best quality of halal and MF 

services compared to other Muslim countries. Furthermore, with MS 2610: 2015, Malaysia 

contributes to producing standards through their experience in providing MFHS services 

to its Muslim tourists. In addition, the standard is made according to the appropriate 

environment and is suitable for Muslim tourists. Finally, it is a guideline that helps Muslim 

nations to further strengthen MFHS in their country. Moreover, non-Muslims countries can 

also use MS2610: 2015 as an example in the field of halal and MF.  
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2.7  Summary  

In this chapter, the researcher has explained the definition of halal and halalan toyyiban 

and halal industry. The researcher also discussed about Muslim friendly (MF) which is the 

strength of this research. The researcher also reviewed on Muslim Friendly Hospitality 

Services (MFHS). Lastly, this research discussed about the MFHS MS2610: 2015 standard. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 

3.1  Introduction  

This chapter describes the procedures used to conduct a complete research. This chapter 

encompasses, the philosophical assumptions or research paradigms and research designs 

in detail. Furthermore, in this chapter it describes the research process that has been used 

to collect data which involves in-depth interviews of selected travel agencies in Malaysia 

and Japan. In addition, this chapter describes the research sample and the technique of 

analyzing the data that has been used. Finally, this chapter explains the procedures that 

have been used to determine the validity and reliability of the data.  

 

3.2 Philosophical assumptions 

The approach in social inquiry does not only contains the procedure of sampling, data 

collection and data analysis but also ideas that make up the knowledge in which it illustrates 

the views contrary to social reality. Creswell (1994) discusses these paradigm assumptions 

through questions arising from approaches as shown in table 3.1. Thus, the assumption of 

the paradigm helps in conducting this study respectively.  

 

The underlying philosophical assumptions that underlie all types of qualitative research are 

the views that explain the reality of being built by individuals while interacting with their 

social world (Merriam, 2002). A clear understanding of the assumptions of this paradigm 

is important as it will provide direction in designing all the research phases to be carried 
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out. Creswell (1994), discusses the assumptions of paradigms through five types, which 

are: ontology, epistemology, axiology, rhetoric and methodology. However, this study 

focuses on the assumption of ontology and epistemology. 

 

According to Creswell (1994), ontology relates to questions about the form of existence 

and form of reality. This approach relates to the existence of various realities in various 

situations. Meanwhile, reality is formed by various parties involved in a research process 

such as researchers, individuals involved in the study, and readers who make the 

interpretation of the study results. Therefore, this study takes into account the assumption 

of ontology. According to Lam (2000) the ontological assumption is seen as being implied 

at the individual level. It is also a form of creating knowledge which can be made explicitly 

or implicitly, that is to say as an outside thought. In addition, Busch (2008) implicit 

knowledge is directly related to the subconscious thinking of humans and what is measured 

consists of more obvious components. 

 

Epistemology is related to how one knows about this world and the form of knowledge that 

exists (Creswell, 1994). The assumptions about how one begins to understand and connect 

them as knowledge to other humans. This assumption involves the belief in the form of 

knowledge that can be obtained and how to isolate what is considered to be true and false. 

These assumptions about knowledge issues are those that can be mastered or experienced 

personally. This study also takes into account epistemological assumptions. This is 

because, epistemology examines the difference between the implicit and explicit 

knowledge (Lam, 2000). Therefore, these two assumptions are suitable for use in this 
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research. This is because, both of these assumptions illustrate an approach that allows 

researchers to study the form of development in Muslim friendly hospitality in Japanese 

tourism. Table 3.1 below provides an understanding of the paradigm assumptions of 

ontology and epistemology that were used to conduct this study. 

Table 3.1 

 Summary of Paradigm Assumption  

Assumption Question Types of 

qualitative 

Implication to practices 

(examples) 

Ontology What is reality? Reality is 

subjective and 

diverse as seen by 

the subject. 

 

Based on the interview from 

all respondent both in Japan 

and Malaysia, some will be 

used as quotes to provide 

evidence in this study  

Epistemology What is the 

relationship 

between the 

investigator and 

the investigated 

points? 

 

The investigators 

interacted with 

the investigated 

point. 

 

Experiences living in Japan 

for two month and 

experiencing MF services 

and facilities align with the 

findings from interviews.  

Adapted from Creswell (1994) 

 

3.3  Research Design 

This study used a qualitative approach to obtain data. According to Denzin & Lincoln 

(1994), qualitative research involves a diversity of focusing methods, including naturalistic 

(natural) approaches to researching a subject. Creswell (2013) points that one of the 

characteristics of qualitative methods is the need to be explored in order to gain a deep 

understanding, and ultimately this research can produce a holistic study of research by 

exploring the phenomena of various dimensions. The research design of this study is shown 

in Figure 3.1.  
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Figure 3.1  

Research Design 

 

In Stage I of the study (Figure 3.1), the problems that occur in Japan were identified 

involving the issues of MFHS in the halal tourism. The identification was made through 

websites, past studies, and journals related to the issues. The establishment of the objective 
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and scope of the study was done after identifying the problem in this research. Thus, it was 

to ensure that the study conducted will be more detailed and meaningful in affecting the 

occurrence of the problem. The study was conducted in Japan to obtain an accurate result 

regarding the MFHS in Japan.  

 

The formation of the objective and the scope also helps the study to get the right goals and 

direction in the study. The finding and reading of literature review were made during in 

Stage I of the study. The literature review provided information and knowledge regarding 

the areas and issues studied and to also understand the previous studies in the same topic. 

Hence, the study was conducted in Japan to identify real issues in MFHS through travel 

agencies. 

 

In Stage II of the study, a background of the study was established. The history, 

environment, and situation involved in the research were looked into to provide a cleaner 

picture on the issues and suitable methods to be used in achieving the objectives of the 

research. The background of the study guided the researcher on which respondents to be 

included in the research.  

 

Before starting on the data collection, the study protocol was developed as a guide in 

obtaining data and it aimed to avoid overlapping data while collecting data. This is because, 

according to Yin (2015), the study protocols include study instruments, procedures and 

general rules to be followed. Therefore, this study was based on the protocol proposed by 
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experts such as Yin (2015) and previous studies in this field of study. The sample of study 

protocol applied is shown in Table 3.2.  

 

Next, Stage III of the study involved collecting data and information for the research. The 

data collection involved interviews and observations to gather the needed data. Then, Stage 

IV of the study involved data analysis with findings and discussion. In this stage, the 

researcher utilized thematic analysis as the method to help in identifying the suitable 

themes for analyzing and discussing the objectives of this research. Finally, Stage V of the 

study revolved around formulating a conclusion for the research. Suggestions for future 

research and recommendations were provided at this stage along with the overall 

conclusion for the research.  

Table 3.2  

Data collection techniques  

 

Figure 3.2 shows the data collection techniques utilized in this study. Three sources of 

evidence were collected through interviews and observations. In-depth interviews were 

conducted to review the current issues and challenges faced by the Japanese travel 

agencies. Next, observations were carried out on how travel agencies provide halal and 

Muslim friendly services to Muslim tourists traveling in Japan. The sources of evidence 

Technique of Data 

Collection 

Data Collection Method Data Analysis 

Interview  

 

Transcribed from the interview 

session 

-Collecting qualitative 

data 

-Explain the results  

Observation  

 

-Note for information 

-Checklist 

-Analysis of data 

content 
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that have been used throughout the data collection process are discussed in more detail 

below. 

 

3.4 In depth Interview  

According to Yin (2015) interview is one of the most important data collection technique 

for qualitative studies. Merriam (1998) stated that interviews are important because we 

cannot know the behavior, feelings and how one interprets the world around them only 

through observation. Interviews are important to obtain a clearer and more detailed data 

from respondents in a study. In the present study, interviews were used to know the current 

tourism situation in Japan. In-depth interviews with the travel agencies who have the 

experiences relevant to this study need to be considered for obtaining a true and accurate 

data. At the same time, (Merriam, 1998) interviews can also explain or be evidence of data 

obtained from observations or documents such as respondent documents.  

 

In this study, interviews were conducted to find out the current issues and challenges in 

MFHS and also to investigate the factors in MFHS that could affect the implementation of 

Japan halal tourism industry. The interviews were also to find out the perceptions of travel 

agencies on the current MFHS in Japan and whether Muslim tourists were satisfied with it. 

Thus, it could reveal issues and problem arising in MFHS. Semi structural interviews were 

used in the present study and an interview protocol was used as a guide to conduct the 

interviews. 
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3.4.1  Location   

This study was done in Malaysia and Japan. The Malaysian travel agency were chosen 

based on their experiences in managing Muslim tourists in Japan. The companies are 

located in of the state of Kedah which was easy for researcher to conduct the interviews. 

The selected Japanese companies were in Tokyo and Osaka, Japan. These companies have 

a complete Muslim service for the convenience of Muslim tourists traveling in Japan. 

 

3.4.2  Sampling  

Sample selection is based on the best samples that could help researchers to get a detailed 

understanding of the phenomena studied. In this study, purposeful sampling has been used 

in selecting companies that provide Muslim services in tourism. Sampling was aimed at 

gathering information from a set of specific samples as well as accuracy with the objective 

of the study. Based on Creswell, Hanson, Clark Plano, and Morales (2007), sampling 

allows researchers to get an understanding of the phenomenon they want to study. 

 

In this study, the companies selected were based on the implementation of MFHS. The 

selection of a company was based on several criteria: 

 

1- Must be a company that offers and implements Muslim and halal services specific to 

Japanese companies.  

2- Must be a company that offers tour packages to Japan specific to Malaysian companies. 

3- The company must be a developed tourism agency.  

In addition, each respondent involved in the research interview should meet several criteria: 
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1- The person who is knowledgeable and experienced in implementing MFHS within the 

company. 

2- A manager or subordinates who manages Muslim and halal services. 

 

3.4.3 Instrument 

The interviews were related to the implementation of MFHS, issues and perceptions that 

were intended to be expressed in the context of MFHS in Japan. The selection of these 

companies has been explained in section 3.4. Interview questions often used "what" and 

"how" questions to avoid the yes or no answers that may affect the data collection. The 

interviews focused in the development of MFHS, as well as other issues that are closely 

related to this study. The question focused on the background of company, the respondent 

background and some information related to the background of tourists. The questions 

asked were based on the experiences from the respondents in managing Muslim tourists 

with MF services when they are in Japan. These questions also refer to the challenges and 

issues that may exist within the MFHS in Japan. The questions provided were also the same 

for each company to be interviewed to ensure consistency of the answers given in this 

study.  

 

3.4.4 Analysis of Instrument  

 Each interview was recorded for transcription purposes.  The interviews were carried out 

at the selected travel agencies in Malaysia and Japan. The duration of conducting the 

interview for Japanese companies was two month and for Malaysian companies, it was one 

month. During the interview, a recorder was used to record the verbal exchanges so that 
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the findings could be studied in more detail. The interview was conducted for 

approximately one hour according to the consent of the researcher and the respondents. In 

Japan, the interviews were in English and Japanese, so this study was supported by two 

translators, a lecturer and a Japanese student who is an expert in the Japanese language.  

 

Transcription of the interview also required the service of a translator to translate the words 

or sentences expressed by the respondents in Japanese into English. The transcription was 

typed immediately after the interview has been conducted based on the audio recordings. 

Each transcription text was typed where the interviewer's column was in bold font and for 

the interviewed in regular font (see Figure 3.2). The questions asked during the interview 

focused on the issues and challenge in MFHS in Japan. The questions also are different in 

some parts because of the two different countries involved in this study. The questions for 

the interviews are shown in the Appendices B.  
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Figure 3.2  

Transcription Text 

 

3.4.5 Data Analysis Technique  

The technique used in data analysis was thematic analysis. Thematic analysis is a simple 

analytical method which does not need very detailed theoretical and technological 

knowledge such as grounded theory (Braun & Clark, 2006).  In addition, this analysis is 

more convenient and suitable for a new researcher to analyze the data and is a more 

accessible form of analysis. Thematic analysis is also a method to classify, examine and 

convey patterns or themes within the collected data. The researcher can also explain and 

describe the data which have been collected from the research. Braun and Clark (2006) 



65 

 

stated that the researcher could describe the data collection set in an interactive way and 

rich in detail. Table 3.3 below shows the steps and phases in thematic analysis as described 

by Braun and Clark (2006). 

Table 3.3 

 Step in thematic analysis  

Phase Data Step Data analysis methods 

Phase 1 Familiarizing with data 

collection  

▪ Familiar with the depth and breadth of 

content.  

▪ Transcribing verbal data – from interview 

▪ Take notes and making idea of coding 

Phase 2 Generating initial code of 

data  

▪ Make an initial code 

▪ Collated actual data with each code  

Phase 3 Generating for themes  ▪ Sorting different codes into themes 

▪ Collated all coded data within identified 

themes 

Phase 4 Reviewing themes  ▪ Reviewing and refining themes 

▪ Creating different themes and collated 

each other 

Phase 5 Defining and naming 

themes  

▪ Organizing theme into coherent and 

internally consistent  

▪ Clearly define themes  

Phase 6 Finalizing report  ▪ Final analysis based on full themes  

▪ Make argument in relation to research 

questions 

 

Based on the Table 3.3, Phase 1 in thematic analysis was to familiarize with the data 

collection. In this research, the researcher used interviews to obtain the data. Thus, the 

interviews were transcribed into written form before thematic analysis could be done. In 

this phase, researcher had enough time to familiarize with the data and also to perform 

revisions of the transcribed data from the original audio recordings to ensure the accuracy 

of information. The researcher also read the transcribed data repeatedly to clearly identify 

the patterns that exist in the data to achieve the objective of the research.   
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In Phase 2, the researcher generated initial codes from the data. After the researcher was 

familiar with the data, coding that were related with data analysis were identified.  In this 

phase, the whole data were systematically analyzed to identify interesting aspects in the 

data items that might lead to repeating patterns. Then, all actual extracted data were collated 

with the generated codes. 

 

In Phase 3 of the thematic analysis, the researcher sorted all of the different codes into 

potential themes and also collated the extracted data into these themes. In Phase 4, a 

refinement was made on the set of themes which have been devised. This phase was used 

to identify unimportant themes due to the data obtained being insufficient to support or too 

divergent from the themes used in the research. Thus, the researcher had to review and read 

the entire collated extract for all themes to ensure they can appear to form a coherent 

pattern. Besides that, in this phase the researcher also had to refine the themes, create a 

new theme, and search for data extracts that do not fit the previous themes to place them 

with a suitable new theme. At the end of this phase, different themes can be identified and 

existing data were in line with those themes. 

 

In Phase 5, the researcher collated data for each different theme to define and refine the 

existing themes in the previous themes. Thus, the theme can be arranged into a coherent 

and internally consistent manner with accompanying narrative. In this phase, the researcher 

will also make sure that the existing themes can answer all of the research questions and 

will be able to describe each of the themes based on the available data. 
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In the final Phase 6, the researcher now had a set of fully collated themes. Thus, the final 

analysis for the research and complete writing the report were made. Through the ongoing 

phases, existing themes can be explained with sufficient evidence which can also 

demonstrate the prevalence of the themes from enough data extracts. All of the themes 

choosen from the previous phases should address the research questions in this research.  

 

3.5 Direct Information and Observation 

Observation is one of the important sources of qualitative data. Observation was conducted 

in the field of study to obtain data directly. Observation is important because it is 

considered routine by the respondents of the study and the data from that source may give 

an understanding and explanation to a phenomenon. Direct observation can record the 

respondent's behavior during the field study and obtain data that the respondent cannot 

inform during the interview (Merriam, 1998). Direct observation is also conducted to 

ensure that the information presented can continue to be applied. 

 

3.5.1 Location  

The location for doing the observation were focused on the urban areas of Japan which in 

this study was Tokyo. This is because Tokyo is one of the most popular places visited by 

Muslim tourists, thus halal restaurants, prayer areas and other MF or halal facilities are 

present there. In this study, there were two places visited by the researcher which were a 

halal restaurant and a prayer room. The restaurant that was observed was the Ayam-Ya 

Okachimachi Restaurant in Tokyo which serves halal gourmet and halal ramen for Muslim 

customers.  The prayer room was located inside the Takashimaya Shinjuku Store in Tokyo 
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city. The restaurant has a halal certificate from the Halal authority in Japan, while the 

prayer room is a space to pray which is very close to a shopping center and railway station.  

 

3.5.2 Sampling  

Therefore, to learn about MFHS in Japan, as well as issues related to MFHS, it is necessary 

to take a look at how MFHS has been implemented in Japan and what other issues are 

related to MFHS. In this study, the direct observations were done on the facilities provided 

by Japan for Muslim tourists. From these observations, it can be seen how far MFHS can 

give a good impact on Muslim tourists such as Muslim friendly restaurants, prayer facilities 

and halal food. 

 

3.5.3 Analysis  

In this study, existing MFHS facilities were observed in an area frequently visited by 

Muslim tourists. This can help this study to find out about other factors that affect the 

development of MFHS in Japan. In addition, this study also tried to see if what respondents 

commented on MFHS was similar to what was observed. During the observations 

conducted in Japan, some information was highlighted and photographs were taken to 

facilitate the data analysis to answer the relevant research questions. Table 3.4 is the 

checklist used during the direct observations.  

Table 3.4 

Visiting Checklist on Halal restaurant and Prayer facilities 

Note Question Checklist 

Halal 

Restaurant 

Where? Ayam-Ra, Tokyo  Done  

 What are the 

services? 

Halal food and 

beverages  

Yes  
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Information 1- Have Halal 

certificate  

2- Owner is Muslim  

3- Kitchen segregation  

4-Non- halal beverages 

and food  

1- Yes  

2- Yes  

3- No (already a Halal 

premises) 

4- No 

Prayer 

Facilities 

Where? T. Square, Tokyo  Done  

 What are the 

services?  

Prayer area for men and 

women   

Yes  

Information   1- Prayer mat  

2-Wudhu’ places 

3-Female garment  

3-Saperated men and 

Women 

1- Yes  

2- Yes  

3- No  

4- No (need to queue)  

 

3.6 Reliability and Validity  

Creswell (2002) stated that qualitative studies require researchers to give meaning to the 

data collected. This is because the interpretation of data depends on the wisdom and 

experience of the researcher. The validity and reliability of the instrument is very important 

in maintaining the accuracy of the instrument from being exposed to defects. Trust and 

validity are measures that refer to the stability and consistency of the study tool whether it 

is able to answer the research questions that were made at the beginning of the study (Hardy 

& Bryman, 2004). There are four techniques or procedures that need to be applied in the 

study to strengthen the validity and reliability of the findings. They are credibility (internal 

validity), transferability (external validity), reliability and trustworthiness as shown in 

Table 3.5 below.    

Table 3.5 

 Reliability and validity  

Criteria Technique  Research stage Research action 
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Credibility 

(Internal validity) 
• Study 

participation  

• Triangulation 

 

• Over 

period of 

study 

• Data 

Collection 

• Upon 

completion 

of data 

analysis 

• Various 

sources of 

data, 

observation, 

interviews 

• Discussion 

with 

respondent 

informally  

Transferability  

(external validity) 
• Detailed 

description 

• Procedure 

coding and 

analysis 

 

• Data 

collection 

• Data 

analysis 

• Analysis 

report 

Dependability 

(Reliability)  
• Non-

repeating 

questions 

• Accurate data 

analysis 

• Data 

analysis 

and report 

• Research 

report 

 Objectivity 

(Trustworthiness) 
• Developing a 

protocol 

• A database of 

studies   

• Data 

collection 

• Data 

collection 

• Research 

protocol 

• Handling 

data with 

thematic 

analysis, 

coding and 

categorizing  

 

Credibility or internal validity is the criterion used to prove the truth of the findings. This 

study applies a variety of techniques to ensure the correctness of the research findings. 

Direct observations and in-depth interviews were conducted over the period of research 

process to ensure a continuous and prolonged observation. The study was conducted in 

such a way as to create a good relationship and trust between respondents and researchers. 

In addition, triangulation techniques were also used to ensure the credibility of research 

findings. 
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According to Creswell (2002) triangulation is a process for obtaining data from various 

methods and individuals. Triangulation can increase the internal validity of the findings 

(Merriam, 1998). This study selected a combination of data from observations and 

interview analysis to strengthen the study (Creswell, 2009). This combination of techniques 

gives a clear picture of the issues being studied. In addition, to ensure the credibility of the 

study, after analyzing the data and completing the report for the study, the report will be 

referred to the respondents for review. This is to ensure that the data in the report were 

correctly interpreted as originally conveyed by the respondent. The respondents of the 

interviews were the managers of the selected travel agencies. To obtain credibility, the 

researcher investigated MFHS through discussion from interviews which were conducted 

in Japan and Malaysia. In addition, this study was done by directly observing relevant MF 

services in Japan.  

 

The second technique for validating data is through transferability. The transferability is to 

ensure that research findings can be applied in other contexts. The findings of this study 

were derived from the descriptive data collected from various sources that describe the 

phenomena studied in detail and in depth. However, this qualitative study did not seek a 

general truth about the phenomenon studied but the objective of the study was to 

understand a phenomenon in depth. This means that in qualitative studies, the objective is 

not to apply the findings to other situations (Merriam, 1998). In this research, the data from 

interviews on the travel agencies must be the same as the situation that the researcher wants 

to focus on. The results of MFHS must be applicable and sufficiently align with the 

situation in Japan.   
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The third technique is dependability. Dependability, also known as reliability is applied to 

ensure that the findings are consistent and not repeated. The criteria are equivalent to the 

reliability of the study (Merriam, 1998). This means that once the same review is repeated, 

the same finding will be found. Merriam (1998) argues that in qualitative studies, since 

human beings are instruments of the study, then the repeated qualitative studies will not 

necessarily produce the same study findings. However, this problem can be solved or the 

findings made more reliable by training and practice. For reliability, this study selected 

respondents from the same background where they must have extensive knowledge about 

halal and MF. Furthermore, the researcher used the same set of questions in Japanese and 

the Malay language to do the interviews. In addition, the questions that were asked were 

not repeated to obtain accurate data findings. 

 

Finally, objectivity is also a technique to ensure trustworthiness. Researchers must not be 

biased to ensure the neutrality of the research findings from the data collected from the 

participants. The assumptions of the role of the researcher were stated in this study to avoid 

any bias. In this study, the researcher played a role as an observer and directly experienced 

the current situation. At the same time, a protocol was implemented as a guide to the 

researcher to repeat the same procedure and get the same results such as for the interviews 

and observation. The trustworthiness was also maintained when after the interviews, the 

researcher immediately transcribed the audio recordings for the data analysis. The 

researcher then arranged the data by coding them using thematic analysis to find out the 

issues and challenges experienced by the travel agencies in MFHS. The researcher also 
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asked the respondents to check the data from the interviews to ensure that the transcript 

was correct and not biased. 

 

3.7 Summary 

This chapter discussed the methods used to answer the research questions. The selected 

research design, research methods, research technique and analysis strategy used by 

researchers were explained. The selection of study methods was adapted from previous 

studies. Once appropriate methods and techniques were identified, the research questions 

can be answered. Interviews with respondents were also conducted to identify issues and 

challenges and the implementation MFHS of tourism in Japan. Thematic analysis was used 

to generate the findings and analyze the data collection in this research.  
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CHAPTER FOUR  

FINDINGS AND DISCUSSION 

 

4.1  Introduction  

This chapter analyzes all of the data collected in the current research. In this section, this 

study will explain the background of each company that participated in the interview. The 

background of respondents is also included with detailed profiling of their area in MF and 

halal tourism. The issues and challenges that occur in the MFHS in Japan are also 

explained. This chapter also discusses the implementation and an overview of the situation 

in Japan. In addition, this chapter also discusses the obstacles that prevent companies from 

implementing MFHS to tourists. Finally, this chapter describes the conclusions of the 

research study. 

 

4.2 Background of the Respondents 

Table 4.1  

Background of Respondent 

Respondent Company  Position in 

Company 

Country Total 

Working 

Experiences 

Working 

experience 

in the 

Muslim 

Tourism 

A A Manager  Malaysia 5 years 5 years 

 B B Manager Malaysia 15 years  10 years  

 C C Manager  Japan 20 years 6 years  

 D D Manager Japan 25 years 20 years  

 E D Global Sales 

Department, 

Manager  

Japan 4 years  4 years  
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Table 4.1 above shows a summary of background information on the selected respondent 

in this study. Respondent A is a manager in Company A located in Sungai Petani, Kedah, 

Malaysia. He had 5 years of working experience inside the company. He also had 

experience as a travel guide for Muslim tourists visiting non-Muslim countries such as 

Japan. Therefore, he understands the problem and issues of Muslim tourists when visiting 

foreign countries especially in non-Muslim countries. Meanwhile, respondent B is a 

manager in Company B located in Alor Setar, Kedah, Malaysia. Company B is one of the 

most popular travel agencies that promotes Hajj and Umrah Tours among Malaysians with 

10 years of working experience.  He is also one of leading and important person responsible 

in building up the Company B to a successful level. He has expertise in leading Muslim 

tourist in performing Hajj and Umrah and also as a tourist agent, responsible in guiding 

Muslim tourists in foreign countries.  

 

Respondent C is working as manager in marketing and sales promotion in Company C 

located in Tokyo. She had almost 4 years in managing Muslim tourism and more than 10 

years in working inside the company. Her responsibility are to market and promote Muslim 

friendly tourism to the services providers, many local private organizations and foreign 

countries to participate in Muslim businesses (tourism market). Other than that, she is 

familiar with the issues and challenges that occur in Muslim tourism because she deals 

with Japanese travel agencies for MF services to tourists. Respondent D is a manager in 

Company C located in Osaka. He had almost 10 years of experience in managing Muslim 

tourism and more than 25 years working inside the company. He had been travelling to 

other foreign countries in order to promote Muslim tourism globally. As a Muslim, 
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respondent D plans to increase more business opportunity for Muslims in Japan by taking 

a step in promoting Muslim friendly tourism before engaging with other halal industries.   

Respondent E works in a global sales department and as a sales manager in Company D. 

He is one of the co-workers under supervision of respondent D. Respondent E manages the 

global sales of halal and Muslim friendly tourism at the company. In addition, he spends 

his work together with tourist agents who will be guiding Muslim tourist when visiting 

Japan. He is very familiar with the issues and problems in Muslim friendly hospitality 

services in Japan.  

 

4.3 Company Background 

Table 4.2 summarizes the background of the Malaysian and Japanese companies involved 

in the present study.  

Table 4.2 

 Company Background 

Company 

Travel 

agencies 

Travel agencies with 

their expertise and 

services   

Tourist agent 

specialties (language 

&training) 

Connection with 

other travel 

agent  

A  

 

 

 

Malaysia 

 

Halal food or MF food  

Muslim friendly/Halal 

certified restaurant  

Praying time  

 

Master in three 

languages  

- Japanese 

- Malay  

- English 

 

Yes  

B Halal food 

Halal certified 

restaurant  

Prayer facilities  

 

Master in three 

languages  

- Japanese  

- Malay  

- English 

 

Yes 

C  

 

 

 

 

Based upon 

reservation: - 

Halal certified or 

Muslim friendly 

restaurant  

Master in two languages  

- English  

- Japanese 

No 
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Japan 

 

Praying time 

Individual or grouping 

package 

D Based upon 

reservation: - 

Halal certified or 

Muslim friendly 

restaurant  

Praying time and 

Prayer facilities 

Grouping package  

 

Master in four languages  

- Malay  

- English  

- Japanese  

- Arabic  

No 

 

4.3.1 Company A  

Company A is a travel agency that have been operating for more than 23 years. The travel 

agency is located in Alor Setar, Kedah and they operate several more branches in Sungai 

Petani, Kedah and Kuala Lumpur, Malaysia. Company A is a travel agency that has been 

involved in the Islamic tourism industry such as Hajj and Umrah and Muslim tours to 

outside of Malaysia.  They are currently focusing on Hajj and Umrah tours. Company A 

also have extensive experience in handling tour groups or individuals domestically and 

abroad. They provide a complete service for different types of groups and individuals such 

as hotel reservations, travel insurance, tour places and also transportation for their clients.  

 

The reservation for halal hotel is mainly done from Malaysia and they select the hotel 

which provides MFHS for Muslim customers. This involves acquiring halal food in the 

hotel restaurant, extra towels, or any requirements from Muslim tourists for their stay while 

in that hotel. For Company A, halal food can be easily purchased by Muslim tourists in any 

kind of food stalls or supermarkets as long as the food is safe to be consumed and the tour 

guide would ensure the safety of the food. The tourist agent is less strict in selecting halal 
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food especially when it was requested by Muslim tourists personally. In terms of prayer 

facilities, Company A would choose a place which is clean and have a wide space to 

perform prayer if, there is no prayer room or mosque available within the tourist area. The 

halal restaurant chosen by Company A is either a halal certificated restaurant or a MF 

restaurant. They are also accepting if any Muslim tourist request to have food in any 

restaurant but the tourist agent will be responsible to guide them once they entering the 

restaurant premise. Respondent A explained that:  

 

“Our tour guide already prepared the itinerary, so it is not a problem when 

it comes to prayer time. All the restaurant also has been choose based on 

their suitability to provide Halal to our customers” 

 

The tourist agent from Company A were choose according to their expertise and knowledge 

of MF which is available in Japan. There also use Malaysian students who are studying in 

Japan as tourist agents in order to reduce the cost of services. In addition, the company can 

negotiate with these students to help find a place of accommodation to stay in Japan. This 

is confirmed by Respondent A: 

 

“We will hire student as a tourist agent if the budget from the customers is 

low” 

 

The tourist agent is trained with a proper knowledge in halal and Muslim friendly standard 

while also mastering three different languages which are Japanese, Malay and English. 

This is advantageous for the Muslim tourists to feel more secure and travel in safer 



79 

 

environment.  In addition, Company A also provides Muslim tour packages to non-Muslim 

country such as Japan, Vietnam, Thailand and others.  

 

4.3.2 Company B 

Company B is a travel agency that have been operating for more than 20 years. The travel 

agency is located in Alor Setar, Kedah, though they also have several other branches all 

over Malaysia. Company B have experience in handling tour groups for Islamic tourism 

such as for Hajj and Umrah. According to Company B, Hajj and Umrah tours had become 

one of the most popular type of tours among Muslim customers. According to Respondent 

B, Company B is an expert in organizing Hajj and Umrah tours compared to other travel 

agencies. Other than that, Company B also offers Muslim tour packages to many Muslim 

and non-Muslim countries. Respondent B stated that:  

 

“Umrah and Haji are our main business compared to others tour, but we 

provide Muslim package for our customers when travelling especially to 

non-Muslim country such as Japan, Korea and China” 

 

According to Company B, they are very concerned about the food consumed by their 

Muslim clients, where they will avoid buying food if the premise is not halal certified. 

Moreover, the destination places for their Muslim clients already have been planned 

beforehand. In terms of prayer facilities, it is rare for them to perform prayers at places 

except at a prayer room or mosque because they planned ahead to visit places that have 

easily accessible prayer facilities. Company B also claimed that they will only make 
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reservations in Halal certificated restaurants to avoid any problems or uncertainties towards 

the food by Muslim tourists. This is explained by Respondent B, where he said that:  

 

“We have our own tour guide and he/she is a Muslim and Japanese citizen, 

so we have the opportunity to find the place (Prayer area, mosque, Halal 

restaurant).” 

 

Thus, Company B made the best choice in providing only halal certificated restaurants 

from Japan Halal authority for their Muslim tourists. However, the reservation for Muslim 

tourists is according to the client’s economic level and their expenses. The hotels must also 

be halal or MF hotels that are compatible with Muslim tourist and offer halal services that 

can be reserved by the hotel management. However, company B is very strict in selecting 

halal food in hotel restaurant, because they knew halal restaurant still could be serving non- 

halal food and beverages to their non-Muslim customers. This is to ensure the halal food 

that will be serving to the Muslim tourist is Halal and contaminated from any non- halal 

substances.  

 

Company B also provides certified tourist agents to guide Muslim tourists while travelling 

in Japan. These trained tourist agents are qualified in servicing Muslim tourists and are 

fluent in three languages which are, Malay, English and Japanese. The tourist agents could 

find good accommodations for the Muslim clients while they are in a foreign country, 

especially in non-Muslim countries. They have been sufficiently trained with the standard 

of Muslim friendly services and Shariah compliance. This travel agency is also directly 

linked to the best agency globally.  
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4.3.3 Company C 

Company C is one of the largest travel agencies in Japan. Company C was established for 

more than 100 years, primarily serving foreign visitors to Japan. Company C specializes in 

tourism both in domestic and foreign markets, also known as the inbound and outbound 

markets. Company C headquarters is in Shinagawa, Tokyo. The Company C group is a 

vast network that currently consists of 418 facilities in 104 cities and 37 countries and 

regions. To meet the increasing demand of halal industries, Company C groups had entered 

the halal travel market. 

 

The tour packages offered by Company C for Muslim tourists provide English speaking 

tour guides, praying times, halal restaurants or any Muslim friendly restaurants. 

Sometimes, they will arrange with any restaurant selected by the customer to provide halal 

meals as stated by respondent C: 

 

“Some restaurant doesn’t have halal certificate, we talk with the chef, and 

we check what kind of meal will be provided for the Muslim guest”. 

 

Company C also offers Muslim Japan private Land Tour where Muslim tourists can arrange 

their tour while in Japan. Company C would allocate hotel accommodations that are MF 

or halal. Company C expanded their Muslim friendly packages to other Islamic countries 

such as Malaysia, Indonesia, Saudi Arabia and other Muslim countries. On top of that, 

Company C is leveraging the strengths of its network of companies in Japan and working 

closely with municipal governments in the Japan inbound business by 2020.  Company C 

travel agency is also one of the main sponsors of the Tokyo Olympics in 2020. One of the 
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new market exposure to Company C is to promote a good accommodation and services 

with Halalan Toyyiban awareness to the tourists. Respondent C stated:  

 

“We like to continue to expand one business field in this market (Muslim 

market), because we are the official sponsor for the Tokyo Olympic for 

2020”  

4.3.4 Company D 

Company D is one of the few travel agents in Japan offering inbound halal tourism and 

was established for more than 37 years. Company D is a pioneer of Muslim inbound 

tourism that will continue to lead regional creation in cooperation with related industries 

and local governments.  Company D find its way to promote a good Muslim 

accommodation package to the tourists. It is their utmost pleasure to assist Muslim tourists 

in Japan.  

 

Company D offers a comfortable travel plan to Muslims in Japan. The representative 

director of Company D believes that they can have a steady achievement and success in 

Muslim tourism. As a leading halal tour operator in Japan, Company D has Muslim staff 

who were trained by JHA (Japan Halal Association) and can speak, English, Malay, Arabic 

and Japanese to provide the highest halal standards of hospitality and service for Muslim 

tourists and meet all of their requirements. This is mentioned by Respondent D: 

 

“Our staff have the certificate from JHA, for the Muslim hospitality 

certificate, training and they have an exam to get the certificates from the 

JHA”.  

 



83 

 

Company D has been a pioneer in hosting fellow Muslims as the CEO is a Japanese Muslim 

and the tour arrangements are also done by trained Muslim staff, who understands the needs 

and concerns of Muslim tourists in non-Islamic countries.  Food is one of the big challenge 

for Muslim tourists when flying abroad, thus Company D has taken the initiative to 

organize Muslim tour packages which include halal food. Tour agents will bring Muslim 

tourists to visit mosques in Japan and see the Islamic scene of Japan. Additionally, they 

also hosted some TV shows from Malaysia to introduce Japan, for example, Rasa Halal 

Antarabangsa & Jejak Jepun Zizan both televised on Astro in Malaysia. Therefore, 

Company D is being well promoted to other Asian countries. This has been claimed by 

Respondent E: 

 

“We are the one that guiding Zizan tour on 2014, and helping the tv 

producer and director to show the Halal restaurant, Mosque and interesting 

places in Japan” 

 

Their understanding and the concern of Muslim tourists regarding halal food, praying 

facilities and all other aspects fully fulfill all of the Muslim tourists’ religious requirements. 

The packages are carefully designed so that each and every guest can enjoy their tour to 

Japan. Therefore, all of the packages are full board packages making it slightly pricier than 

other tours but will ensure quality service. They specialize in hosting Muslim tourists by 

planning their trips and arranging their tours to Japan especially since it is still hard to find 

halal food and places to pray there.  
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4.4 Perception of Malaysian travel agencies on Muslim friendly hospitality services in 

Japan.  

Table 4.3 below describes the perception of travels agent in Malaysia on the MFHS in 

Japan. 

Table 4.3 

 A summary of perception of Malaysian Travel agencies in Malaysia on Muslim friendly 

hospitality services in Japan.  

Perceptions  Strength  Weaknesses 

1-Halal Food  • Halal food is many 

• Easy to find halal food if 

information is complete 

• Uncertainty of Halal 

food  

 

2-Prayer facilities  • Any clean area and wide 

places which suitable to 

perform prayer  

• Does not need to be 

mosque   

•  There is no specific 

place such as mosque 

or musalla.  

3-Muslim 

Friendly Hotel 

facilities  

• Based on expenses from 

customers  

• Hotel management is 

responsible to allocate 

Muslim tourist a MF 

service 

• Low- difficult and 

have limit of tourist  

 

4-Halal restaurant  • Even they have a 

certificate, the owner 

should responsible to 

explain anything about the 

food services 

 

• Any non-halal 

beverages are 

compulsory for 

business sustainability  

5-Fraud Issues  • Trustworthy exist in 

Business in Japan 

Tourism  

 

• Lack of enough 

knowledge might be 

an issue 

6-Halal certificate  • Good to identify halal 

restaurant  

• Halal Certificates 

provided by Jakim are 

most preferable 

 

• Limited of Halal 

certificates  
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7-Collaboration of 

Malaysia Travel 

Agencies   

• Japan needs to have good 

collaboration with 

Muslim countries or travel 

agencies from there.  

• Business opportunity with 

Japan travel agency in 

promoting MFHS 

• Still on a small scale 

of Malaysia travel 

agencies to 

collaborate with 

Japan.  

 

Muslim tourists are very much dedicated to their religion. It is obligatory for them to 

behave according their religion’s teachings. Based on the Malaysian travel agencies 

perceptions, Japan provides MFHS by its halal food, prayer facilities and MF hotels which 

are the three most important demands of Muslim tourists while traveling. Other than that, 

there are also perceptions from the Malaysian travel 70agencies on fraud issues, halal 

certificate and collaboration of Japan service provider in providing MFHS. Although, 

Japan is not a Muslim country, the rising number of Muslims especially in the tourism 

industry would encourage Japan to implement halal or MF services in the country. 

 

4.4.1 Halal Food  

Muslim tourists are very concerned about the food that they consume (Ghani, 2016). In 

Japan, the limited halal food is a common issue for Muslim tourists. However, Malaysian 

Muslim tourists believe halal food is limited but more MF food is available through their 

visit in Japan. MF food are not required to have halal certification but it is only enough to 

know the ingredients and the food is suitable and safe for Muslims. The Muslim tourists 

would need help from the tour guide to explain and translate the ingredient seen on the 

food packages since the language of food packaging in Japan is in Japanese 

(Adidaya,2016). Thus, language could be a barrier for the Muslims to find halal food, 
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although MF food which are non-certified as the halal are better food choices in Japan. 

This was confirmed by the Respondent A: 

 

“If they want to buy outside food, they will have asked from tourist agent to 

explain, not every food can be considered as halal food. 

 

Furthermore, the demand of halal food is increasing with the high number of Muslim 

tourists visiting Japan. However, there are not many halal food around their travel places. 

It is very difficult to find halal food if the Muslim tourists have a lack of information about 

halal food in Japan. Respondent B mentioned:  

 

“Muslim tourist need to have lot of information about halal food, doesn’t 

means it is difficult if we don’t know where it is. There are many halal foods 

if we know where to find them”. 

 

Furthermore, Respondent B also pointed that new travel agencies might have some 

difficulties in preparing a good package that includes halal food. The new companies 

should have a Memorandum of Understandings (MOU) with Japanese travel agencies so 

that they could easily provide MFHS in Japan. Hence, the collaboration of Malaysian travel 

agencies with non-local agencies would benefit halal tourism especially in providing a 

good selection of halal food.  
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4.4.2 Prayer facilities  

The facilities for Muslim tourist to pray are also limited, though some areas have mosques 

and suraus which are located in the big cities such as Kobe, Tokyo, Fukuoka and so on. It 

is compulsory for Muslims to pray five times a day within the range of time period even 

while traveling. The tour guide should be responsible to find suitable places that are 

suitable for Muslim tourists to perform their prayers. Since not all tourist areas are provided 

with the prayer facilities, some tourists pray in a room of a building. However, in a public 

area and if there are no prayer facilities, Muslim tourists will pray at any places which are 

wide and clean. Fields and parks are more preferable for them, as the facilities for Muslim 

prayer is limited. This can be confirmed by the statement from Respondent A: 

 

“During travelling activities, very hard to find prayer facilities around, but 

our tourist   agent already prepared the consequences where they will stop 

by a place or any field around. Sometimes we choose halal restaurant that 

provide prayer place or else tourist will pray inside their hotel room” 

a) Direction to prayer room    b) Calling staff through intercom 
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c) Wudhu’ area 

 

Figure 4.1  

Prayer Room Facilities  

 

Figure 4.1 are direction to prayer room, calling staff through intercom and wudhu’ area. 

The figures shows one of the prayer rooms located inside a building in the city of Tokyo 

where the number of Muslim tourist is high. The prayer room is shared by both men and 

women; hence they provide an intercom for next users to give a notification to the staff and 

alert for those who will be coming in after. The door will be automatically opened by the 

staff. Furthermore, a place for wudhuk is also included to facilitate the Muslims who wish 

to perform prayers.   

 

Prayer room are convenient for Muslim tourists while travelling in Japan. Even though 

there are not many prayer rooms available, the prayer facilities inside Japan are being 

upgraded in order to promote MFHS to the Muslims and also Muslims tourists. Hence, 

Muslim tourists do not necessarily need to pray in a mosque or surau but can also pray in 

any areas suitable for them while travelling in Japan.  
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4.4.3 Muslim Friendly Hotel facilities  

Halal hotels are not identical to Shariah compliant hotels based on the Japanese hospitality 

and services to the Muslims. Some hotels could be effective in providing and 

accommodating MFHS for Muslim tourists.  The selection of hotels by the tourist agency 

is based on Muslim tourist’s budget. They will allocate halal food dishes and halal services 

to the Muslim customer via the request of the tour agency to the hotel management. 

According to Respondent A: 

 

“The selection of Hotel is basically from the customers, if they need halal 

food, then we can arrange it by contacting our tour guide to arrange that 

with the hotel management.” 

 

Furthermore, it is could be advantage for hotel management to serve prayer mat or extra 

towel to the Muslim customers for them to perform prayers. Other than that, the direction 

of kiblah is important for Muslim tourist (Battour, Battor & Bhatti,.2014), but it is not very 

strictly to have inside the room services as Muslims could find the kiblah via the internet. 

Otherwise, the tour guide will be supervising the MF services and other related 

accommodations for the Muslim tourists and try to organize and manage it accordingly by 

their needs.  

 

4.4.4 Halal restaurant  

In terms of halal restaurant, some of the Muslim tourists were very concerned about the 

halal certificates for restaurants in Japan (Adidaya,2016). Japanese halal restaurants are 

certified by the Halal authority of Japan. There are also restaurants that do not have any 
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halal certificates, or only the chef is given the training to prepare halal food for Muslims. 

However, the major business for Japan restaurants is servicing non-halal food and 

beverages. Pork and alcohol are available inside the premises although they are preparing 

halal food for the Muslim customers. These are called MF restaurant as they are not strictly 

avoiding non-halal food and beverages. Alhabshi, (2016) also stated that some Muslim 

tourists will eat what has been provided, but some of them hesitate to consume any food or 

menu served in the restaurant because of uncertainty of halal food. According to the 

Respondent A: 

 

“Our people, (Muslim) cannot accept how their business restaurant work 

and maintain its management, they will not have any meal if they see 

alcohol, they will just sit there and not having anything.” 

 

In Japan, alcohol is an important market and the highest profit product in the restaurant 

business. The selling of alcohol inside restaurant premises cannot be avoided as it is the 

main source of profit for the restaurant. With a low population number of Muslim people, 

alcohol is popular among non-Muslim Japanese. Although the restaurant has a halal 

certificate or MF certificate, it is still selling alcohol for customers. Both Respondent A 

and B respectively gave responses regarding restaurants still making profit in selling 

alcohol. 

 

“We understand they need to serve alcohol for the Japanese, since it is a 

non-Muslim country, we must accept, but we need to be careful” 

“They will serve non-halal food and beverages to their customers, we are 

okay with that, but we will ask them more detail about the food making.” 
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a) Entrance of restaurant    b) Halal certificate 

      

Figure 4.2 

Halal Restaurant with Halal certificate  

 

Figure 4.2 shows an example of a restaurant run by Muslims in Japan. The location of this 

restaurant is in the area where Muslim tourists are high. The food and beverages are halal 

and non-halal food is strictly not permitted inside the premise. The restaurant also has halal 

certificates which were authorized by the local Halal authority in Japan. Thus, this 

restaurant is under the authority’s supervision and guaranteed for their halal status in terms 

of food preparations and their food products. The presence of a halal certificate would 

cause Muslim tourists to be more confident to choose the restaurant. Thus, halal certificates 

are important for restaurants in Japan to increase the confidence of Muslim customers. 

 

Halal dining for Muslim tourist are either inside a hotel or at outside while travelling. The 

restaurant will be chosen based on the halal certificate.  Reservation for halal meal in a 

restaurant sometimes is needed if the restaurant is not practically halal or a MF restaurant. 

Meanwhile, according to Respondent A, if Muslim tourists want to have meal in a 
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restaurant, the tourist agent will have to ask if the substances to prepare the food contain 

any non-halal substances.  

 

“If we want to choose a restaurant, we will assure the food is halal and non-

halal substances are avoided, the restaurant must have halal certificate. But 

if the tourist requests to dining at a restaurant which are not in package list 

or form itinerary package then tourist guide will take action to ask detail to 

the restaurant owner on the chef”. 

 

Moreover, the restaurant in Japan are also have their own responsibilities to serve non-

Muslim customers due to the relatively low numbers of Muslim customers number 

compared to non-Muslims. As the restaurant, they will try to serve halal food and still 

provide drinks other than alcohol, and Muslim customers can be assured with the services. 

Nevertheless, it is up to the Muslim tourists to judge and accept the services of restaurants 

in Japan. Respondent A relates on their experiences in restaurants in Japan; 

 

“The principle of the restaurant is there, with alcohol and other non-halal 

substances, if tourists don’t accept it, restaurant owner doesn’t care, they 

won’t change their menu. We can ask for halal food because it has the halal 

certificate.” 

 

4.4.5 Fraud Issues  

There are hidden fraud issues that exist between Japanese food producers and the 

customers. This issue is mainly in restaurant management of halal food preparation and 

servicing. With the high cost of halal raw material and ingredients, some restaurants chose 

to ignore the requirements of Islamic law and standards. However, Respondent B believes 
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that restaurants in Japan would give halal services honestly to the Muslim customers. 

Respondent B also added that Japan is a very advanced in terms of requiring and providing 

halal and Muslim friendly food to Muslim tourists, as such there should be no issue of fraud 

and cheating to Muslim customers. However, it is not their authority to check and observe 

the quality of Halal food which have been provided by the restaurants.  These could be 

confirmed by the statement from Respondent B: 

 

“Japan people don’t like to cheat, they will ensure everything is Halal, we 

can rely on them about Halal.” 

 

However, this was contradicted by Respondent A where,  

 

“If they cheat we don’t know, we are doing the best we can to find Halal” 

 

Thus, from two statements from travel agencies in Malaysia shows a difference in 

perception on the halal issues which occur in Japan. Respondent B is very confident with 

the Japanese service providers compared to Respondent A who feels that there might be 

some halal issues in Japan.  

 

4.4.6 Halal certificate  

The halal certificates in Japan are issued by the Japan Halal authority. There is a Japan 

Halal Association (JHA) which are under the jurisdiction of JAKIM. Therefore, Muslim 

tourists especially from Malaysia prefer to choose the restaurants that are Halal certified 
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under JAKIM. The tour guide also feels that Muslim tourists from Malaysia prefer to 

choose these restaurants compared to other halal restaurants in the area of their traveling 

places. It is mentioned by Respondent A: 

 

“When we find a restaurant, upon requested from our Muslim tourist, we 

need to see Halal certificated either it is from JAKIM Malaysia or their 

government authority or it must be clean.”  

 

As such, the halal certificate is important to attract Muslim tourist in selecting the services 

and hospitality from the Japanese services provider. The MFHS are aligned with the 

preparation by the restaurant to be halal certificated. 

 

4.4.7 Collaboration of Malaysia Travel Agencies  

To have a good accommodation of MFHS in Japan, it is better to have a relationship with 

Japanese tour agencies in Japan rather than an outside tour agency such as in Malaysia. To 

establish good MFHS, Japan needs to have a good collaboration with the other Muslim 

countries so that they would have more experiences and knowledge to develop halal and 

MF in their country. The services provider and the tourists will gain a mutual benefit or 

win-win situation where they could gain something valuable to develop MFHS in halal 

tourism.  Hence, many companies see the advantages of having a business partnership with 

Japanese companies that will lead to successful MFHS. This was confirmed by the 

following statement by Respondent B: 
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“My travel agencies have MOU with one Travel Agency Company in Japan. 

There are no difficulties in finding Halal, the travel company will provide 

Japanese tourist guide to lead the Muslim tourists for Malaysia, they know 

about Halal and where the places are.” 

 

Other than that, more local travel agencies should collaborate with other foreign travel 

agencies to provide the best accommodations for Muslim tourists according to the country 

of origin. To increase the number of Muslim tourists visiting Japan, halal and MF services 

should be promoted more. The strong bond of relationship and collaboration between 

foreign travel agencies and local travel agencies allows them to provide better halal 

services. Respondent B mentioned that: 

 

“We don’t have any problem when visiting to Japan, they provide good 

accommodation and Halal food because once we have an agreement with 

their agent, we believe they will supply the best tour guiding which is 

suitable for Muslims”.   

 

For example, with the help of a Japanese local tour guide, Muslim tourists will obtain better 

information while travelling. This is very helpful for Muslim tourists to find halal food and 

MF restaurants within the area they are visiting if they have tour guides who knew the 

Japanese language. Moreover, Japanese tour guides have more experience in choosing a 

MF hotel or halal places to which are suitable for Muslims. Respondent B also pointed 

out other interesting experience when travelling to Japan. 
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“Since our travelling to Japan it is very interesting, all about the Halal 

restaurant or information about Halal food is there, as we travel with 

Japanese tour guide, of course they familiar with Japan”. 

 

Hence, this shows that Japan’s decision to have a good collaboration with travel agencies 

in Malaysia has continued to enhance their success in capturing more Muslim tourists 

especially from Malaysia. In addition, strong co-operation between tour agencies in 

Malaysia and Japan will lead to the development of a good halal tourism market, thus being 

in line with the Japanese government’s preparation for 2020 Olympic Games in Tokyo. 

Therefore, there are many advantages for travel agencies in Malaysia to have a good 

collaboration with travel agencies in Japan.  

 

As a conclusion, Malaysian travel agencies perceive that it would be beneficial for 

Japanese service providers to increase their MFHS for Muslim tourists. Japan already 

opened up vast opportunities for Muslim tourists to feel comfortable with the facilities 

provided. However, Japanese service providers also have their own perceptions on the 

development of MFHS in Japan.  

 

4.5 Perception of Japanese Travel Agencies in the development of MFHS 

The priority of Japanese service providers to Muslim tourists is to provide the best MFHS. 

There are three important perceptions of Japanese travel agencies in the development of 

MF which are: government support in developing Halal and MF, collaborations between 

Japan and other Muslim countries and the responsibilities of restaurants in servicing halal 
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and Muslim friendly food. Table 4.4 below summarizes of perceptions of Japanese travel 

agencies in the development of MFHS.  

Table 4.4 

A summary of perception of Japanese Travel Agencies in development of Muslim friendly 

hospitality services in Japan 

Perceptions Strength Weaknesses 

1-Government 

Support  
• To help small business 

grow in the tourism 

industry 

• Authority for only one 

Halal certificate 

• Create more on Halal 

/Muslim friendly services 

and facilities: Food, prayer 

facilities and Muslim 

friendly Hotel 

• Increase Halal awareness 

and knowledge with 

Japanese people 

• Collaborations with small 

companies and travel 

agencies (Muslim friendly 

services) 

• Japan government 

cannot be 

involved in 

religious matters 

2-Hotel 

Accommodation  
• Non-Muslims are the main 

important customers 

• Hotels providing 

Halal are limited  

 

3-Restaurant 

responsibilities on 

Halal knowledge  

• Increase high demand of 

Halal food products 

• Servicing the best quality 

of Halal  

•  

• High certainty of 

Halal food from 

the Muslim 

customers  

•  

4-Tourist Guide  • Tour guide must have a 

training on Halal and MF  

• Tour guide make tour 

interesting and more 

enjoyable  

• Tour guide are responsible 

in providing information of 

Halal or MF 

 

 

        

         None 

5-Lack of 

Knowledge in Halal 

 

 

 

• Business 

organization 
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from MFHS 

provider 

None missuses the Halal 

certificate  

• Ignorance of 

Halal standard  

• No law 

enforcement for 

Halal misuses  

 

4.5.1 Government Support 

The Japanese travel agencies believe that contribution and support from the Japanese 

government would create many advantages for halal tourism in Japan. The suggestion was 

pointed out by the Respondent D: 

 

“We need governmental support for us and cooperate with us to help 

promote Japan tourism to other countries, because we are very small 

companies so it’s difficult for us and it is very costly for us.” 

 

In Japan, there are many halal and Muslim authority organizations that have the power to 

issue halal certificates to any organizations involved in halal businesses, production, 

manufacturing and others. Moreover, each of these authorities have its own standards and 

certificates following their knowledge in Shariah Law. Adidaya, (2016) mentioned that 

currently in Japan, there are many authorities who create their own halal certification body 

as there is no regulation governing halal there. JHA is one of the halal organizations that is 

responsible to certify halal products and providing the halal logo which will be printed 

directly on the food packaging. It is to encourage Muslim people to recognize the avaibility 

of halal food in Japan even when it is still produced in very limited numbers.  
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However, the establishment of many certification bodies created a confusion especially for 

Muslim people about the halal status of the product. They are unsure of which is the better 

halal producer and producing good halal products that are free from any suspicious 

contamination of non-halal substances and adheres to the Islamic standard and Shariah law. 

These were confirmed by the Respondent E who mentioned that: 

 

“In Japan, they have so many different standards, unlike Malaysia they 

have JAKIM to control all the Halal matters. But here it is all depending on 

the company that issues Halal certificate which is different.” 

 

In Malaysia, JAKIM is the responsible authority in managing halal (Shariffa, Yahyaa, & 

Yeung, 2016) , thus Malaysia is not facing any related issue regarding multiple halal 

certification bodies. The Japanese government could persuade local halal authorities to 

cooperate under one organization to manage halal and MF as best as possible. The 

phenomenon of too many halal certification bodies in Japan arose because of the 

opportunity for businesses to produce halal food following the high demand of Halal food 

from Muslim people. However, most Japanese people do not realize the importance of halal 

itself. All of the halal certification bodies have their own dignity and power to provide a 

halal standard and certificate. This was stated by Respondent D: 

 

“Many organizations in Japan have their own Halal standard, thus many 

Halal logos exist. Sometimes too many Halal logos make Halal less 

meaningful and not reliable. Besides, some of these are very low-level 

standard of Halal.” 

 



100 

 

However, it encourages them to support the increasing numbers of Muslim tourists visiting 

Japan due to the upcoming 2020 Tokyo Olympics. Thus, with the expected influx of 

tourists from many countries with different backgrounds and religions, they are promoting 

halal food as an attraction for Muslim tourists. However, the Japanese government cannot 

be directly involved in halal as it is directly related with religion. Therefore, the matter of 

halal certification body is under the responsibilities of the organizations involved. 

Respondent C explained: 

 

“We have a very old historic organization for the Muslim which is Japan 

Muslim Association; but this is non-profit and it is religion based, so 

Japanese government doesn’t get involve with”.  

 

The outcomes of the issue of too many halal certificates will create a difficulty for Muslim 

travel agencies on choosing the best certifier of food products and services to the Muslim 

tourists. As mentioned by Izberk-Bilgin and Nakata (2016) the existence of multiple halal 

regulatory bodies would cause confusion for those seeking halal products.  Nevertheless, 

it is necessary for the tour guides from the travel agencies to give the best accommodation 

and hospitality to the Muslim tourists. With the variety of halal certificates, Muslim tourists 

would not be certain of the certifying Japanese organization and thus it should be 

standardized to avoid any confusions on Halal. Thus, ineffective implementation of the 

halal certification in halal food production might create an imbalance in halal development 

and MFHS.  
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Other than that, with the support of the Japan government, Japanese travel agencies could 

increase the production of halal products to meet the increasing demand from Muslim 

tourists coming to Japan. This will also help to boost Japan’s economy. The local halal 

certification bodies or Muslim organizations should be harmonizing and standardizing into 

one organization to improve Halal organization to a higher level. The issue of too many 

halal certificates in Japan could create mistrust of halal products among the Japanese 

Muslims and Muslim tourists. 

 

Moreover, the existing issues of fraud and irresponsible Japanese business marketers, could 

be a big problem to the Muslim (Adidaya, 2016). Halal and non-Halal product should be 

differentiated and it is obligatory for Muslim to obey Shariah law (Alhabshi, 2016). It also 

very important for travel agencies to get help and support from the government and they 

are very hopeful that the government can contribute more to implement MFHS for halal 

tourism. Currently, with the high demand of Muslim tourist to Japan, the facilities and 

services should be enough and could accommodate them all.  

 

4.5.2 Hotel Accommodation  

Halal hotels are used in advertisements in many countries to attract Muslim tourists. In 

Japan, Halal hotels are still new to the tourism market. In Muslim countries they are using 

the term ‘Shariah Compliant Hotel’ which is very different with hotels in Japan. As 

mentioned earlier, Shariah compliant hotel are following most of the requirements and 

standard from Shariah law, thus it would not be suitable for Japan to use the term ‘Shariah 

Compliant Hotel’ instead of using Halal hotel. Halal hotels are mainly serving halal 
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accommodation to the Muslim tourists upon requested or already provided by the hotel.  

Kessler (2015) points out that Halal hotel is in compliance with some of the requirements 

from Shariah but they are less strict with some requirements not being available in the hotel 

services and facilities.  

 

Some of the services provided by Halal hotels include halal meal, kiblah direction, and 

prayer mat for Muslim tourists. Following the halal service provided in the hotel, the tour 

guide will be reserving these halal services for their Muslim tourists.  Halal food will be 

provided by the chef who was given a certificate from the certifying authority in Japan. 

Thus, it would be an advantage for Muslim tourist to have halal meals without any doubt 

and uncertainty. Kiblah direction is also important for Muslim tourists to have inside their 

hotel room, (Battour, Ismail & Nazari 2015). 

 

 In the meantime, hotels which are providing halal accommodation are very limited as the 

percentage of Muslim tourists is still relatively small in Japan. Usually, hotels close to 

tourist areas are not specifically providing halal facilities and services to the Muslim 

tourists. According to Respondent C, the tour guide is responsible to find a hotel which is 

able to provide halal food or halal services to the customers.  

 

“As long as the hotel has the responsibilities or the restaurant have 

responsibilities to provide us a copy of Halal certification, we will choose 

the hotels and accept their services to the Muslim tourist” 
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Halal food are expensive to be serve compared to non-halal food because of limited halal 

food ingredients. Halal food is also one of the critical factors for Muslim tourists to choose 

Halal or MF hotel (Idris et al., 2015). Related to this issue, Muslim tourists could also avoid 

in taking any meat if they are not requesting any halal food and instead to have vegetables 

or fruit inside the hotel restaurant. Razalli, Abdullah, and Hassan (2012) stated that some 

of the business hotel organization are reluctant to operate Islamic hotel or Halal hotel 

especially in managing halal restaurants inside the hotel because they are not willing to 

bear loss of revenue and reduce the number of people dining at the hotel restaurant.  Hotel 

managements believed non-Muslim customers are their most important target market. 

Respondent C mentioned: 

 

“Even though I ask the hotel to organize Halal food, but they said we have 

main business only three nationalities and it is not Muslim”.  

 

Thus, the limitation of Halal restaurants inside the hotel would affect the acceptability of 

Muslim tourists to choose the hotel. This is also a challenge for hotel management to 

prepare a good service to the Muslim tourists. Nevertheless, Muslim tourists can request to 

have any halal services or halal food so that the hotel management could prepare for them 

separately even if it is not fully compatible with all of the Muslim tourists’ needs and wants.  

 

The Japanese government should be aware of the increasing numbers of Muslim tourists 

visiting their country. There should be more hotel accommodations for tourists regardless 

of religion. It also been stated by Battour and Ismail, (2016) that Halal hotels are still 

limited compared to the increasing number of Muslim tourists in Japan every year.   Halal 
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accommodation for hotel services can be implemented and developed over time once the 

number of hotels is sufficient to all tourists.  Respondent E had mentioned that there are 

other choices rather than hotels which is called ‘mimbakpu’ similar in meaning to 

homestays in Malaysia for any tourist to stay in Japan.  

 

“Hotel accommodation for tourists are not enough, but currently, Japan 

government changes its rule to allow tourist agencies to offer a room inside 

an apartment for tourists which was called ‘mimbakpu’. These was 

implemented for tourist agencies to overcome the shortage of hotels.” 

 

4.5.3 Restaurant Responsibilities on Halal Knowledge 

Other than governmental support and building a relationship with other travel agencies, 

restaurant’s responsibilities are also one of the important perceptions from services 

providers in MFHS. This is because, as halal food become a common factor of Muslim 

tourist satisfaction, restaurants might want to take advantage in providing halal food for 

the Muslim tourists (Mori, 2015). From the other perspective, there is still a need for more 

restaurants that can provide halal food and Muslim services to Muslim tourists such as 

halal meal and dining, prayer room and a Muslim environment. This was stated by 

Respondent A: 

“The Halal and Muslim facilities should be expanding more; the facilities 

are not enough since Japan will be expecting to have more Muslim tourists 

from Malaysia and others as well to visit Japan.” 

 

The shortage in the halal market can be avoided if more restaurants could participate in 

implementing halal and MF in their restaurant. Although the demand from Muslim people 



105 

 

is still low, the growing population of Muslim tourists cannot be denied (Nursanty, 2012). 

Eventually the restaurants encounter difficulties in producing halal food in terms of high 

cost in getting halal meat or ingredients and separation of halal compartment and 

equipment according to the Muslim guideline and Islamic law which can be confirmed by 

Respondent D: 

 

“In Japan, since government never help us, the restaurant has to pay too 

much cost in terms of Halal.” 

 

Relating to that, some restaurants in Japan are also still selling alcohol as it is an attraction 

for their non-Muslim customers to came to the restaurant. The chef or restaurant owner 

should be careful with the halal and non-halal to avoid any uncertainty from their Muslims 

customers and be responsible if any troubles arise. As stated by Respondent E: 

 

“People would want to try Japanese food, but it is very difficult for us to 

check on the food because of Japanese food contain mirin or alcohol. 

Japanese food restaurant also is not aware about Halal and Muslim 

friendly” 

 

However, if the restaurant can understand more deeply about Islam and be able to accept 

the privileges in the halal and Muslim friendly service, this would be an advantage for them 

to attract Muslim tourists to choose their restaurant. Although it is very costly, it can be 

one main special attribution from the restaurant in Japan to the Muslim tourists.  
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4.5.4 Tourist guide  

The responsibilities of tour guide for Muslim tourists are very important while they 

traveling. The services provided by the tour guide are beneficial to the Muslim tourists. 

The tour guide’s expertise on halal and Muslim friendly should be highly emphasized by 

the Muslim tourists. Respondent E stated that: 

 

“We provide Halal food, hotel accommodation and also the Muslim tour 

guide and it’s very important for us”.  

 

From the above statement, it is clear that the tour guide is very important for the tour agency 

to implement good services for Muslim tourists. They play the most important role to make 

the Muslim tourists feel satisfied while traveling in Japan. Therefore, the tour guide would 

be properly trained on how to entertain the Muslim tourists in a proper way by following 

the Islamic standard. According to Respondent D; 

 

“We would allocate Malay, Indonesia, English Muslim who can speak 

Japanese which they must have test about Japan with providing training in 

giving information what is actually Muslim friendly services and other 

Muslim services for Muslim tourists” 

 

Furthermore, Ghani (2016) stated that an integrated tour guide would make the guiding for 

the tourists easier and more manageable. Also, he concludes that tour guides would help 

and be responsible for the tourists to make the tour interesting, informative and more 

enjoyable.  
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4.5.5 Lack of Knowledge on Halal from MFHS provider 

The following issues are related to the restaurants that did not follow the Islamic standard 

properly. There are some restaurants which are not preparing halal food based on Shariah 

law, even when they already have their own certificate. According to Respondent A, it is 

very big issue to see some of the restaurants taking an advantage to serve food that are not 

certain of its halal status. They are giving false information and do not to think the mistakes 

they are doing are very serious to the Muslim people. This was confirmed by Respondent 

C: 

 

“I know some restaurant is not following Halal standard, they serve non-

Halal meat, because they think Muslim people don’t know, and they not care 

for what it’s all about”  

 

There are three reasons for this problem which are: 1) the chef or the management of the 

restaurant are lacking in knowledge of the halal standard and 2) they are no law or 

enforcement from the government and other organizations or authorities to stop they wrong 

doings, and also, 3) business opportunity of the halal market. The knowledge of halal is 

very important to manage a good halal service and hospitality to the Muslim customers. 

The implementation of halal should be very thorough according to what has been set up in 

the Islamic standard. The next problem arises when there is no law enforcement on the 

responsible business organization, thus making the guilty party not afraid of being 

concerned with the mistakes they had committed. As been told by Respondent C: 
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“Most of the Japanese business people not understand what Halal is. 

Another issue is the Japan, they did not have any law regards to the Halal 

because we are non-Islamic country” 

 

Other than that, the businesses see the Halal market is currently in demand by the Muslim 

tourists. Thus, they notice an opportunity to venture into halal food production so that it 

could increase their profits. Adidaya (2016) stated that businesses in Japan misuse the halal 

certificate just to increase or solely to gain profit for their restaurants. The high cost of halal 

production is also leading to business restaurant to ignore the Islamic standard so that they 

will not spend a large amount of money on halal food. Apart from Japan, a study on halal 

issues in New Zealand also found the same problems like in Japan.  Wan-Hassana and 

Awang, (2009) pointed that the higher cost of sourcing halal meat in New Zealand can also 

be a hassle. She also mentioned that the issues of fraud exist when sometimes some of the 

restaurants run out of halal meat, hence they are forced to purchase non-halal meat to keep 

the business running. Hence, Respondent C revealed, there is an existing problem with 

the restaurants which provide halal food. 

 

‘We have to be responsible for the clients, we make sure the restaurant 

provides Halal food, but if something happens or mistake happens, there 

are needs of compensation from the restaurant and we will try to solve the 

problem.” 

 

As Japan is a secular country, the responsibilities of the Japanese government towards the 

halal or Muslim authority are not there. The government put the trust on the organizations 

to develop the best outcome regarding the halal industry. However, without the 
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involvement of Japan’s government, this issue will continue to grow without any authority 

that can control it. This will lead to Muslim customers being distrustful of halal restaurants 

in Japan.   

 

4.6 Suggestion for Improvement of the Malaysian Standard for MFHS; MS 2610:2015 

Guideline   

The Malaysian standard of MFHS was established in 2015. It is a Shariah guided 

requirement for tourism industry mainly in Malaysia. This is to ensure an assurance of 

integrity of the product and services are suitable to Muslim tourists. This standard is 

suitable to be followed by the organizations from Muslim countries as they would have a 

similar environment with Malaysia. However, Japan is a non-Muslim country, hence it is 

very difficult to be applied there as the situation and environment are different from 

Malaysia. Some of the requirement is not suitable to be followed by the travel organizations 

in Japan. As been said by Respondent D: 

 

 “I know about the MFHS, I really use sometimes, it is from Malaysian 

government standard, and we have the copy of the standard and I 

understand about the standard, but in Japan, the situation is difficult from 

Malaysia, we could not apply all of it” (Respondent D)  

 

There is also a response from the Halal authority in Japan in giving the opinion on the 

guideline of Muslim friendly hospitality standard. They believe it is not possible to follow 

the Malaysian standard strictly as in the guideline because even in Malaysia there are also 
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some hotel services that are still not implementing MF fully. This was confirmed by the 

statement from one of the Halal authority in Japan; 

 

“There are hardly hotel/commercial hotel facilities in Malaysia 

implementing Muslim friendly even it is Muslim majority, where Japan as 

Muslim minority, it is not feasible and practical to accommodate 100 

percent for Muslims use.” (Respondent on Halal Authority) 

 

Because of that, there are some suggestions to improve the MFHS guideline MS2610:2015. 

Some of the standards need to be changed or lose its strictness to suit non-Muslim 

organizations. Hence the suggestion for this study, only covers the “Specific Requirement” 

and analyses from 5.2 until 5 (refer Appendices A). 

 

The specific requirements are applicable to the three standards (5.2) accommodation, (5.3) 

tour package, and (5.4) tourist guide. These sections explain the details on how the services 

and products should be in compliance with the Islamic standard by following MS 

2610:2015. The two sections of Legal requirement and Compliance do not have any 

changes because the prescribed details can be understood. The legal requirements from the 

standard are in compliance with the legislation currently in force in Malaysia. Thus, it is 

required to follow the country’s own legislation to avoid misunderstanding and non-legal 

activities following the government’s requirements.  

 

The section on compliance is related with requirement from the organization to ensure the 

product and services are compliant with Shariah law and Islamic standard (7.1). All the 
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responsibilities and authorization of MFHS standard are under one organization agreement 

to follow the guideline aligned with suitable environment for their country. There is some 

suggestion to be made for MS2610:2015 at (5.2) Accommodation, (5.3) Tour package, 

(5.4) Tourist guide. These are related with the issues that have been occurring in Japan 

based on the interviews with the respondents. However, the suggestion is being made 

according to the suitability for Japanese travel agencies to be followed.  

 

4.6.1 Accommodation  

The food and beverages are one of important valuable package in tourism business. Muslim 

customers demand to have halal food when they are traveling. There are two requirements 

which fall under recommendation of food and beverages. The organization’s kitchen shall 

be certified halal from any competent halal authority (5.2.2.1) (refer to Appendices A). It 

is to ensure the that the food and beverages are truly halal to be served to Muslim 

customers. However, in non-Muslim countries, halal kitchens are very limited as the 

organization only responsible to serve halal food from halal products and substances. Halal 

food have a high service preparation cost and expensive raw ingredients. Most of them also 

are not willing to bear the cost of Halal production. According to Respondent C: 

 

“They can do vegetarian or seafood, but they are not considering import or 

buying Halal meat because it actually costs more”.  

 

The high demand of halal is limited and not critical due to the small number of Muslim 

populations in Japan. As such, the halal restaurants are not easy to find, as it would only 

exist in popular areas but limited to Muslim tourists. According to  Adidaya, (2016), most 
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halal restaurants do not want to provide halal because of complicated procedures, 

guidelines and requirements. 

 

To obtain a certificate of halal kitchen in Malaysia, it is compulsory to follow rules and 

regulation from the guideline MS1500:2009, based on the Malaysian standard. But for 

Japan, which is a non-Muslim country, the halal certificates are not standardized thus, these 

might cause some difficulties for tourist agent to choose a restaurant which have halal 

certificate. Hence, the restaurant’s kitchen can provide halal meals even though the 

premises are not certified by a halal authority as long it is safe for Muslims. 

 

Apart from that, there is one suggestion to be added in the requirement of food and 

beverages (5.2.2) to have Halal buffet be segregated to Muslim and non-Muslim sections 

in a hotel. This is a suggestion from a person in Halal authority in Japan, which she 

mention that; 

 

“Serving alcohol and pork are acceptable, but in separating Halal buffet 

corner on non-Halal would be enough and practical, and according to its 

minority menu to segregate this corner from others.” (Respondent on Halal 

authority) 

 

Based on the Respondent E, some of halal restaurants would provide a prayer room for 

Muslims.  
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“We will go to places for example in the building that have prayer room 

inside the outlets, or a hotel that provide prayer places or we sometimes we 

will ask the restaurant to lend places.” 

 

Thus, according to the requirement (5.2.3.1) Muslim tourist are not specifically required to 

use a public musolla to pray. They can borrow some clean spaces suitable for them to pray. 

Besides, as Japan is non-Muslim country, public musolla are not really everywhere, hence 

they will find any opportunities to perform their obligatory activities. Table 4.5 below 

shows the suggested new requirement for MS 2610:2015 under section (5.2) 

Accommodation.  

Table 4.5 

 Suggestion on Section (5.2) Accommodation  

Section  Original  Suggestion  

5.2.2.1 Organization 

Kitchen  

 

The organization’s kitchen 

shall be certified halal by 

competent authority  

 

To include non-certified halal 

organization’s kitchen with 

proper segregations 

 

To include separated halal 

buffet 

5.2.3.1 Public musalla 

for Muslim 

There should be allocated 

public musalla for Muslims 

at the establishment  

 

To include prayer area at the 

establishment 

 

4.6.2 Tour Package 

The tour package standard includes seven requirements which are ground transfer, product 

selection, itinerary, facilities, food and beverages and travel protection plans. The selection 

of tourism products should be suitable for Muslim tourists and also reflect with the 

premises. Most of the requirement is under the selection by the tourist agent. It is their 

responsibility to choose which premises are good for Muslims and satisfy them. From 
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section (5.3.3) Product selection, it was stated that the product must be from a trusted 

premise aligned with Shariah. However, some of the premises are selling liquor and pork 

(5.3.3.2 – a) especially in a Muslim friendly restaurant selection.  This is because, the 

restaurant feels it is impossible to avoid serving alcohol or non-halal meal to the non-

Muslim customers, as it is their major source of profit in their restaurant business. This was 

confirmed by the statement from Respondent E who stated: 

 

“It’s very difficult in Japan to avoid in selling non-Halal food and 

beverages, which means they have pork in their menu. The Japanese people 

like p106ork, and if they are not selling pork, they will still be serving some 

alcohol because it is the most money making in restaurant business.” 

 

Respondent C added:  

“Basically, in Japan, the food business was more than 50 percent coming 

from the drinks, means alcohol, if they don’t serve alcohol or only for Halal 

meat they must consider how to make strategic plan to Muslim”.   

 

According to Henderson, (2010), he also points out that the prohibition of alcohol would 

affect the restaurant’s revenue because customers demand alcohol in their dining.  Thus, 

some restaurants want to capture both Muslim and non-Muslim customers but following 

their own way of managing halal food preparation.  Since they might not be having enough 

knowledge on halal food or Islamic standard in food preparation, it seems they are taking 

advantage to sell halal food and dishes to the Muslim tourists.  
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The food and beverages from section (5.3.6), stated that (5.3.6.1) food and beverages must 

be certified a halal by competent authority. However, it is same argument from (5.2.2.1) 

where halal food products can be taken if the ingredients and the food are suitable by 

Islamic standard. It is also same with the halal certified premises such as restaurants 

(5.3.6.2) that is not necessarily be halal certified, but it is very important that the food 

consumed by Muslims tourists are under the supervision of the tourist agent. Table 4.6 

below shows the suggested new requirements for MS 2610:2015 under section (5.3) Tour 

package. 

Table 4.6 

 Suggestion on Section (5.3) Tour package   

Section  Original  Suggestion  

5.3.6.1 Food and 

beverages are certified 

halal by competent 

authority  

 

The travel agent shall ensure 

that all food and beverages 

included in the package are 

certified halal by competent 

authority  

To include non-certified 

halal of food and beverages 

with proper segregations 

 

5.3.6.2 Halal certified 

restaurant  

 

If the package does not 

include food and beverages, 

upon request, it should 

provide a list of restaurants 

that provide halal food and 

meals within the vicinity  

 

To include non-certified 

halal restaurant  

 

4.6.3 Tourist guide 

Lastly, in the section of MF services, the requirements (5.4.4 – d) and (5.4.4 – e) on 

restaurant and absence of halal food should be less strictly followed. This is because the 

tourist agent can also find restaurants which can provide halal food from (5.4.4 – d) but not 

necessarily be a halal certified premise. Furthermore, in the absence of halal food from 

(5.4.4 – e), the tourist agent can provide and suggest to Muslim tourists a list of suitable 
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food for them that are not necessarily halal certified eateries. This can be related to the 

suggestion that was made at (5.2.2.1), (5.3.6.1), (5.3.6.2). Lastly from Appendices A show 

the completed new suggested guideline for MS2610:2015. Table 4.7 below shows the 

suggested new requirement for MS 2610:2015 under section (5.4) Tourist guide. 

 

Table 4.7 

 Suggestion on Section (5.4) Tourist guide  

Section  Original  Suggestion  

5.4.4 Muslim Friendly 

Services  

To follow 5 Limited 

requirements  

 

d) ensure all restaurant and 

eateries are certified halal 

by competent authority  

e) in the absence of halal 

food, the tour guide shall 

provide the guests a list of 

halal certified eateries 

To include non-certified 

halal restaurants and 

eateries with proper 

segregations 

 To include non-certified 

halal eateries   

 

4.7 Summary 

Based on the findings of the study, there are some important factors in developing a 

successful MFHS in Japan based on the perception of Muslim tourists. Japanese travel 

agencies should be improving the halal services in the tourist areas such as halal food, 

prayer facilities, halal hotel, and accommodation for Muslim tourists. Halal restaurants 

should also be added around the tourist areas with more providing MF services in their 

premises.  

 

Besides that, there is a need for Japanese travel agencies s to increase their knowledge 

about halal in order to increase awareness of halal and MF due to the high demand for 

MFHS. Furthermore, there should be an understanding between halal and MF among 
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Japanese services providers when servicing Muslim tourists. Even though the issues of 

fraudulent halal, too many halal certifications, lack of MF food, services and facilities, 

there should be a solution to overcome all of these problems.  

 

Furthermore, with the suggestions on the implementation of MFHS MS 2610:2015, 

Japanese travel agencies can be more adaptable with the standard, hence this will increase 

the possibilities for them to provide more MFHS convenience to the Muslim users.  Apart 

from that, there should be more support from the Japanese government to support the halal 

industry due to the increasing number of Muslim population not only from the tourists but 

also for the Muslim immigrants and local Japanese Muslims. 
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CHAPTER FIVE 

CONCLUSION 

 

5.1  Introduction 

This chapter discusses the summary of the study from the findings obtained from the 

previous data analysis. The conclusion in this chapter begins with the discussion on the 

findings to answer the research questions related to the MFHS in Japan. Subsequently, in 

this chapter discussed the limitation of the study, future research and recommendation were 

discussed and end with the conclusion.  

 

5.2  Discussion of the finding 

The findings of the study are presented based on the research questions which were 

mentioned in chapter one. This study identifies some of issues related to MFHS from 

respondents of two countries. All of the existing issues and challenges of MFHS were 

related with all of the important factors in Japan. This study believes that, if the issues and 

challenges of MFHS can be solved, Muslim tourists would be more attracted and interested 

to visit in MFHS in Japan. Therefore, in this research, this study uses two perceptions from 

two countries to see how was the MFHS development is, in Japan. Also, this study can see 

how the result of perceptions from both countries would impact MS 2610: 2015 and 

suitable for non-Muslim countries to implement. Plus, it would be a step for Japan to 

increase more of their services and facilities in Halal and MF. Thus, all three research 

questions from this study can be answered.  
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The first research objective was, to investigate perception of the Malaysian travel agencies 

dealing with the Muslim tourists towards Muslim Friendly Hospitality Services in Japan.  

In the present study, this research objective was focused only on respondents from 

Malaysia. As travel agencies are the organizations in charge of guiding Muslim tourists in 

Japan, they would have knowledge and experiences of the MFHS situation in Japan. Thus, 

this study identified various perceptions on MFHS in Japan from the travel agencies. This 

included the issues and problems that arise in Japan.  In addition, this study observed that 

the perceptions expressed by the respondents are either good or bad. These perceptions 

also included some suggestions from the Malaysian travel agencies to increase the 

development of MFHS in Japan. 

 

The second research objective was to investigate the perception of Japanese travel 

agencies towards the development of Muslim Friendly Hospitality Services. In the present 

study, this objective was focused on respondents from Japan only. The respondents were 

also the travel agencies which are more familiar with the prevailing situation in Japan. They 

were able to find out the issues and information needed for Japan to improve the MFHS 

for Muslim tourists.  From the results of the research and interviews conducted, the 

respondents appoint critical value and suggestion on how Halal and MF can be well 

developed for Tourism Japan. Their main feedback is for the Japanese government to play 

a role, especially in terms of financial support to enhance the expanding Halal market, thus 

to provide a successful MFHS in Japan. They also appointed on other perception such as 

Hotel accommodation in providing Halal and MF, restaurant responsibilities on Halal 
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especially towards Muslim tourist. Tourist guide roles in development of MFHS and 

critical issues which indicated the lack of knowledge on Halal from MFHS provider.  

 

The third research objective was to suggest the Improvement of Muslim Friendly 

Hospitality Services Standard MS2610:2015 suitable to be adopted by Japan.  This study 

suggests better implementation and changes in the MFHS guideline MS 2610:2015 from 

Malaysia. It is according to the issue related based on Malaysia travel agencies perception 

and Japanese services provider perception. Therefore, it is to help Japanese travel agencies 

to overcome the difficulties and use the standard as a guideline to provide a better MF 

facilities and services to Muslim tourists. As a conclusion, these new changes can be more 

adaptable, thus could lead to successful MFHS.  

 

5.3 Implication of Study   

This study has sought to respond to a number of research questions related to MFHS in 

Japan. Thus, here are some of the implication for practical and theoretical from this study. 

Through theoretical implications, this study is able to identify perceptions by Malaysian 

Travel Agencies and Japan Travel Agencies on MFHS in Japan. Eventually, this study has 

implicated tourism in Japan with the use of the guideline MS 2610: 2015 provided by 

Malaysian government. The suggestion given for MS 2610: 2015 can help tourism in Japan 

as well as non-Muslim countries to practice the guideline and give improvement to the 

MFHS in their country. Other than that, this is a new study that have been introduced in 

the field of tourism in Japan. Therefore, there is a need of improvement and depth of 

research been done towards the issues and challenges in MFHS.  
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The practical contribution of the study tourism in Japan can make improvements following 

the findings on issues and challenges identified by Malaysian travel agencies and Japan 

travel agencies in terms of MFHS such as prayer facilities, Halal restaurant, hotel 

accommodation and others according to the experiences from their Muslim tourists. Thus, 

Japan services provider can upgrade the existing of services and facilities for the 

convenience and satisfaction for Muslim tourists in line with the upcoming Olympics 

Tokyo in year 2020.  

 

5.4 Constraint and challenge of the study 

In this study, there are some limitations and problems encountered during the research 

process. Language barriers were encountered when conducting the interview session 

between the respondents and the researcher. Even though the respondent could 

communicate in English, there were still some missing information for this study to 

captured as they have their own slang. There were clearly some difficulties for this study 

to understand the words and the meaning, thus making it difficult to transcribe the 

interview. 

 

Time spent in Japan are only for two months where the authors could only interview two 

travel companies in Osaka and Tokyo. Hence that, if this study could spend more time in 

Japan, more company can be selected for this research.  
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This study only focuses to the MFHS which were more detailed on food, hotel services, 

and prayer facilities. There are still many field that involved in halal tourism industry to 

expand the Muslim market such as cosmetic, pharmaceutical and medicine.  

 

Lastly, this study only interviewed managers from the travel agencies. This study believes 

that the findings for the issues and challenges will be different for MFHS if the respondent 

could be replaced with Muslim customers or tourist guide.  

 

5.5  Recommendation for Future Research  

The MFHS research needs to be explored continuously to ensure the findings obtained are 

always leading to a good implementation and development. Hence that, this research also 

recommends some suggestions to conduct future research into MFHS. 

 

The development of MFHS is a unique and challenging to implement. It needs a continuous 

process to make in better and successful for tourists as it is connected with Islamic 

knowledge. With that, future research could conduct case studies in order to observe collect 

more information on the development of MFHS in Japan or other non-Muslim countries. 

 

Besides that, this study suggests similar research studies should be done in the future 

focusing on one of each critical factors in MFHS. This is also to analyses the factors more 

thoroughly, and to increase the level of satisfaction of Muslim tourists in the future and 

thus to overcome the problems and limitations that occurs in MFHS development.  
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Moreover, this study believes that other non-Muslim countries should be studied in 

addition to in Japan. This could bring to light more issues and challenges which might be 

occurring in these countries and allows comparisons to be made.  

 

There is a need for new research to analyses more on the compliance to the MFHS guideline 

MS 2610:2015 both Muslim and non-Muslim countries. The new research could also 

compare with the author’s suggestions on improvements to the guideline from this study. 

Lastly, this research may be replicated in a wider sample of organizations which would 

strengthen the generalization of the present findings especially in MFHS.  

 

5.6 Conclusion  

The Muslim friendly hospitality services are the most important element for Muslim 

tourists to adapt to the tourism environment in a non-Muslim country. Apart from that, in 

terms of Halal and MF facilities implementation should be done continuously, to encourage 

more Muslim tourists. The knowledge of Halal should be well expanded to the community 

of Muslim and non-Muslims, especially among Halal business marketers, service providers 

and Halal organizations to ensure the development of Halal or MF is a success. Other than 

that, the government should bear the responsibilities of Halal so that, the Halal industry 

can increase economic level for countries. Lastly, the implementation of Halal or MF are 

not specifically for business or organization desire, but to leading a new world trending 

market even it is related to religion matters.   
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APPENDICES 

Appendixes A  

Muslim friendly Hospitality Services MS 2610:2015  

Requirement  Content  Original Context  

1.Scope  All the requirement and standard is aligned with Muslim 

tourists needs and suitability  

which are accommodation premise, tour package and 

tourist guide  

 

2. Normative References  The references are the latest edition from the normative 

references: 

 

1- MS 1500 Halal food Production, preparation, 

handling and storage 

General guideline tourism Industry Act 1992 (act 4882) 

 

3. Terms and Definition  3.1 Accommodation premises  

3.2 Al-Quran  

3.3 Fasting  

3.4 Halal  

3.5 Iftar 

3.6 Kiblat  

3.7 Licensed tourist guide  

3.8 Mukallaf  

3.9 Musalla 

3.10 (MFHS) Muslim Friendly Hospitality and Services  

3.11 Sajada 

3.12 Recreation  

3.13 Recreational     Facilities  

3.14Sahur  

- 
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3.15 Solah  

3.16 Shariah  

3.17 Tour Package  

3.18 Travel agent  

3.19 Wudhu  

3.20 Wudhu’ Facility  

 

4.General Requirement  4.1 Management Responsibility  

4.1.1The management include all the leadership and 

commitment from the staff with respect to the MFHS 

  

4.1.2 There are also need to establish a MFHS policy 

which will be applied as development structure in MFHS 

 

4.1.3 Also including MFHS policy  

4.1.4 The management carry responsibilities and 

authorities according with individual within the 

organization  

4.1.5 The management carry responsibilities and 

authorities  

4.1.6 The management need to appoint trained Muslim 

officer that have responsibilities and authorities to MFHS  

4.1.7 The management responsible in assurance of 

participation and commitment of staff towards MFHS 

application 

4.2 Personal responsibilities  

These are purposely for personal requirement aligns with 

MFHS proposition  

4.3 MFHS management system  
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The organization will continuously be improving, 

maintaining, implementing the MFHS management system  

4.4 Training  

MFHS performance should be under control by providing 

training in order to build knowledge in MFHS  

4.5 Documentation and storage  

Relating with documented procedure and etc.  

4.6 Communication  

The management determination to ensure the appropriate 

communication trough process in MFHS such as:  

• External communication  

• Internal communication  

• Communication in management system  

• Communication with customers  

 

5.Specific Requirement  5.1 General, requirement specified by followed 5.2, 5.3, 

5.4  

5.2 Accommodation  

The accommodation premises ensure no non-halal animals 

in the accommodation area 

 

5.2.1 Rooms  

The room must be comfortable and suitable for the muslim 

guest 

Which include 7 conditions 

 

 

 

 

 

 

 

 

 

 

 

a) The rooms shall be kept clean and well 

maintained  

b) The organization shall ensure that the 

guest rooms have a clearly marked kiblat 

direction verified by competent authority  
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5.2.1.2 Recommended provision  

Recommended provision for Muslims guest but not limited  

 

 

 

 

 

 

 

 

 

 

5.2.1.3 Disabled guest  

 

 

 

c) The rooms shall have adequate floor 

space for a muslim guest to perform solah 

in the room  

d) The washroom shall be equipped with 

bidet, hand shower or water hose 

e) The washroom floor shall be kept clean  

f) the organization shall ensure that 

personal care amenities and/or products 

provided in the washroom are suitable for 

muslim use 

g) Alcohol beverages and intoxicants shall 

not be store in the room’s refrigerator  

 

a) There should be sajada available for use 

in the room or upon requested by the 

guest 

b) The room should provide clean female 

prayer or be made available upon request 

c)Information on prayer times should be 

available in the room or upon request by 

the guest 

d)A copy translated al-Quran should be 

made available upon requested by the 

guest 

 

The organization is recommended to 

provide friendly services to disabled guest  
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5.2.2 Food and Beverages  

 

5.2.2.1 Organization Kitchen  

 

 

 

 

5.2.2.2 Information during Ramadhan services  

 

 

 

5.2.3 Public Musalla 

5.2.3.1 Public musalla for muslim  

 

5.2.3.2 Requirement for public musalla  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The organization’s kitchen shall be 

certified halal by competent authority  

 

 

 

 

The organization shall ensure that the 

information on services during Ramadhan 

is available and communicated  

 

There should be allocated public musalla 

for Muslims at the establishment  

 

a) located at suitable location and has a 

signage that dedicated for musalla 

b) well-lit with adequate ventilation, is 

kept clean and well maintained  

c) has clearly marked kiblat direction 

verified by a competent authority  

d) has segregated prayer areas for men 

and women 

e) has sufficient number of sajada  

f) has current information on prayer time 

or upon request  

g) provides clean female prayer garment 

or upon request; and  

h) has segregated wudhu’ facilities which 

is inside to the musalla 
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5.2.4 Public Washroom  

 

 

 

 

 

5.2.5 Recreational and wellness facilities  

 

 

 

 

 

 

 

5.3 Tour Package  

 

5.3.1 Accommodation  

Refer to requirement stipulated in 5.2  

 

5.3.2 Ground transfer  

Any transport applicable with safety, and provide 

transportation for women guest exclusively  

Include 3 regulatory requirement 

 

5.3.2.1 

 

 

 

 

a) the washroom shall be equipped with 

bidet, hand shower or water hose  

b) the washroom floor shall be kept clean  

c) the amenities /products provided in the 

washroom are suitable for Muslims use 

 

a) recreational and wellness facilities shall 

be kept clean and well maintained  

b) the washroom at the facilities shall be 

equipped with bidet or hand shower  

c) whenever appropriate, the organization 

shall provide facilities that are Muslim 

friendly  

 

 

 

 

 

 

 

 

 

 

 

Transportation used for ground transfer 

shall comply with applicable safety and 

regulatory requirement  
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5.3.2.2 

 

 

 

 

 

 

5.3.2.3 

 

 

 

 

 

5.3.3 Product selection  

 

5.3.3.1  

 

 

5.3.3.2 The product selection is from trusted premise 

aligned with Shariah   

 

 

 

 

 

 

 

 

Where an organization chooses to 

outsource the transportation, the 

organization shall ensure control over 

such activity i.e. ensuring that the 

suppliers, subcontractors and other 

interested parties involved comply with 

the relevant requirement of this standard  

 

Upon request, the package shall be able to 

provide transportation for women guests 

exclusively  

 

 

 

 

 

 

 

 

The package from the agency should 

reflect the Islamic values experiences 

 

 

a) manufacturing of non-halal products or 

related products, for example selling of 

liquor and pork 

b) gambling and gaming 

c)pornography; 
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5.3.4 Itinerary  

Allocated schedule time for prayer, sahur and iftar (during 

Ramadhan) 

 

5.3.5 Facilities  

The facilities are clean and good  

 

 

 

 

 

 

 

5.3.6 Food and Beverages  

 

5.3.6.1 Food and beverages are certified halal by 

competent authority  

 

5.3.6.2 Halal certified restaurant  

 

 

 

 

d)entertainment activities that are non-

permissible according to Shariah; 

e) non-Muslim worship places; and 

f) other activities deemed non-permissible 

according to Shariah  

 

The itinerary shall have an allocated 

scheduled time for prayers, sahur and iftar 

during Ramadhan   

 

The travel agent shall ensure that the 

selected tourism products have the 

appropriate facilities i.e. musalla, 

washroom, etc. or easy access to the 

facilities. The travel agent should ensure 

the facilities are generally clean and in 

good condition. 

 

 

 

The travel agent shall ensure that all food 

and beverages included in the package are 

certified halal by competent authority  

 

If the package does not include food and 

beverages, upon request, it should provide 

a list of halal certified restaurants within 

the vicinity  
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5.3.7 Travel Protection Plan  

Shariah compliance protection scheme in the package  

 

 

5.4 Tourist guide  

 

5.4.1 Credential  

Include valid license, skills, language competence and 

shall meet all legal requirement to give tours at the area 

 

5.4.2 Code of conduct  

Tourist guide follow code of conduct by relevant 

authorities   

 

5.4.3 Appearance  

5.4.3.1 Dress a modest and professional dress code 

following relevant authorities  

 

5.4.3.2 Act in courteous manner suitable with Islamic 

values  

 

5.4.4 Muslim Friendly Services  

To follow 5 limited requirements  

 

The travel agent should ensure a Shariah 

compliance scheme is include in the 

package. 

 

 

 

 

Tourist guide shall possess valid 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

a) having basic knowledge on the 

requirement Muslim tourists 

b) keep the guests informed in their prayer 

time  

c) facilitate ample time for guest to 

perform their prayer  
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d) ensure all restaurant and eateries are 

certified halal by competent authority  

e) in the absence of halal food, the tour 

guide shall provide the guests a list of 

halal certified eateries 

 

6. Legal Requirement  Products and services comply with legislation currently in 

force of Malaysia  

 

 7. Compliance  7.1 The organization shall follow requirement related with 

products and services – Shariah compliance  

7.2 Following 5.2 standard (Accommodation) 

7.3 Following 5.3 standard (Tour Package) 

7.4 Following 5.4 standard (Tourist guide services) 
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Appendices B  

Interview Questions  

Interview Section Content 

Respondent Information Name  

Position in the company 

Activities and role inside company 

Years of employment, Experiences 

 

Background of Company Years of Company 

Package on Muslim Friendly 

Utilities, facilities and services provided 

Background of Tourist Tourist origin country – statistic, numbers 

How they go? – Family, couples, trip, group, 

backpackers. 

 Favorite destination 

Muslim Friendly Facilities What have you provided to the Muslim tourist? 

How they response towards the facilities? 

Are they comfortable or satisfied with the 

facilities? 

What are the most needed/demanded facilities 

for the Muslim tourist? 

Prayer facilities 

Restaurant 

Halal food 

Water friendly washroom 

 

Does it achieve the Muslim tourist demand and 

requirement? 

Challenges in Muslim Friendly 

Hospitality Services: (Malaysia) 

Are there any difficulties to find Muslim 

friendly services and facilities? 

Did Japan have enough facilities for the 

Muslim tourist? 

How the facilities provide by the Japanese 

provider? 

 

Challenges in Muslim Friendly 

Hospitality Services: (Japan) 

Describe the Muslim friendly 

How do you understand about the Muslim 

friendly? 

What is the differences between Japanese 

services than Muslim services? 

It is difficult to provide facilities for Muslim 

tourist? 

Do Japanese services provider need the 

guideline to implement Muslim friendly? 

Is it suitable to use Malaysia guideline? 
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Appendices C 

Consent for Participation in Interview Research 

 

 

 

 

Consent for Participation in Interview Research 

I volunteer to participate in a research project conducted by Prof.Dr.Quamrul Hasan 

from University Utara Malaysia. I understand that the project is designed to gather 

information about academic work of faculty on campus. I will be one of approximately 

5 people interviewed for this research.  

1. My participation in this project is voluntary. I understand that I will not be paid for 

my participation. I may withdraw and discontinue participation at any time without 

penalty. If I decline to participate or withdraw from the study, no one on my campus 

will be told.  

2. I understand that most interviewees in will find the discussion interesting and 

thought-provoking. If, however, I feel uncomfortable in any way during the interview 

session, I have the right to decline to answer any question or to end the interview.  

3. Participation involves being interviewed by researchers from University Utara 

Malaysia. The interview will last approximately 45-60 minutes. Notes will be written 

during the interview. An audio tape of the interview and subsequent dialogue will be 

make. If I don't want to be taped, I will not be able to participate in the study.  

4. I understand that the researcher will not identify me by name in any reports using 

information obtained from this interview, and that my confidentiality as a participant in 

this study will remain secure. Subsequent uses of records and data will be subject to 

standard data use policies which protect the anonymity of individuals and institutions.  

5. Faculty and administrators from my campus will neither be present at the interview 

nor have access to raw notes or transcripts. This precaution will prevent my individual 

comments from having any negative repercussions.  

7. I have read and understand the explanation provided to me. I have had all my 

questions answered to my satisfaction, and I voluntarily agree to participate in this 

study.  

8. I have been given a copy of this consent form.  

 

 

_________________________________ 

 

Name: 

Position: 

Date: 

________________________________ 

 

Yumna Binti Hasbullah 

Master’s Science Technology and 

Management  

University Utara Malaysia 

Prof.Dr. Quamrul Hasan  

H/p: +819065524517 / 0111-9736853 
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